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ABSTRACT 
 
 
This study examines the impact of acculturation and human capital on the degree 
of external information search among recently arrived immigrants when selecting 
a service provider. The variables ‘acculturation’, ‘human capital’, ‘perceived risk’, 
‘involvement’, ‘degree of external information search’, ‘satisfaction with the 
decision made’ and ‘willingness to recommend’ (the service provider) are 
included in the analysis. The main interest is to examine the application of 
acculturation and human capital theory to the information search process. Prior 
research on acculturation has considered variables such as language, 
intermarriage, strength of ethnic identification, length of time in host country and 
media sources to measure the acculturation level of immigrants. However, these 
studies have used single variables and have not been rigorously tested. The 
present study uses a measurement instrument developed in psychology which 
measures acculturation through four dimensions: assimilation, separation, 
integration and marginalisation. Human capital was measured in a broader sense 
than has been done in previous studies. Past research has measured human 
capital through prior knowledge, perceived ability and market knowledge 
separately, but an integrative approach has not been empirically tested.  This 
study considers all three aspects when measuring the human capital of recently 
arrived immigrants. The majority of acculturation studies have been conducted in 
the United States with Hispanic populations and little research has been done in 
Australia, despite the significant immigrant population. Thus, this research 
examines the level of acculturation and the human capital of recently arrived 
immigrants and the influence of these variables on the external information 
search process when selecting a service provider. A paper-based self-
administered survey was conducted using a random sample of 153 immigrants. It 
was hypothesised that the degree of external information search would be 
influenced by acculturation, human capital, perceived risk, and involvement. In 
addition, human capital and involvement would affect perceived risk. It was 
further hypothesised that the degree of external information search would 
influence satisfaction with the decision made, which in turn would lead to 
willingness to recommend. Finally, it was conisdered that acculturation would 
moderate the relationship between the independent variables (human capital, 
perceived risk and involvement) and the dependent variable (degree of external 
information search). 
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Internal reliabilities were assessed to determine construct validity, obtaining 
acceptable Alpha coefficients. The proposed scales were assessed first by using 
exploratory factor analysis to examine the dimensionality of the constructs, and 
then by using confirmatory factor analysis to check the discriminant validity. 
Furthermore, a regression analysis was conducted to test the hypothesised 
relationships. Finally, structural equation modelling was used to analyse the 
interrelationships among the hypotheses and a series of t-tests were conducted 
to determine the differences within each construct. 
 
The results indicate that acculturation positively influences the degree of external 
information search undertaken by immigrants. Human capital also has a positive 
influence on the degree of external information search as does involvement. 
Further, the degree of acculturation has a positive effect on the level of human 
capital. On the other hand, perceived risk was found to have no influence on the 
degree of external information search undertaken by immigrant consumers. 
Human capital and involvement do not affect perceived risk, and degree of 
external information search does not affect the level of satisfaction with the 
decision made. However, satisfaction has a positive effect on the willingness to 
recommend. This study contributes to the body of knowledge related to the 
information search process of immigrant consumers, by conceptualising and 
empirically testing to the influence of acculturation and human capital on the 
degree of external information search for a service provider. Furthermore, this 
research has marketing implications for organisations interested in targeting this 
growing segment of the population. 
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Chapter 1: Introduction 
 
1.1 Background 
 A critical component within the major consumer decision-making models is the 
information search process (Engel, Kollat & Blackwell 1968; Howard & Sheth 
1969; Nicosia 1966), which is the expressed need to consult various sources 
prior to making a purchase decision (Moutinho 1987). According to Schmidt and 
Spreng (1996) information search is the primary stage at which marketing can 
influence consumers’ decisions. Consumer information sources can be classified 
as either internal or external. Thus, internal search is related to past purchase 
experience and knowledge, while external search represents a motivation by the 
consumer to seek information from sources other than those based on their 
memory (Heaney & Goldsmith 1999; Murray 1991). Understanding the 
information search process of consumers is critical to an organisation’s strategic 
decisions (Guo 2001). Considerable empirical research in this area has been 
conducted. Past studies have proposed perceived risk, costs, benefits and 
involvement as variables affecting the external information search process 
(Heaney & Goldsmith 1999; Laroche et al. 2004; Schwalenstocker 2006; Stone & 
Gronhaug 1993; Zaichkowsky 1994). 
 
In addition, it is possible that the impact of some of these variables is affected 
indirectly by other variables during the search process (Guo 2001). For instance,  
in certain circumstances such as the information search process of a migrant 
population, factors such as acculturation play a fundamental role (Quester & 
Chong 2001). Acculturation has been defined as the general process of 
adaptation to the cultural situation in one country by persons from another 
country (Peñaloza 1994). As suggested by Quester, Karunaratna and Chong 
(2001), the cultural background of consumers and their acculturation level affect 
their perceptions of products and services. However, the impact of acculturation 
on the degree of external information search has received little attention in the 
literature, despite the continuing rise in immigration around the world (Pires & 
Stanton 2005). Countries such as the US, Canada, the UK and Australia are 
evolving into multicultural societies (Burton 2002). For instance, it is expected 
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that immigration will continue to increase in the US and that by the year 2050 
ethnic minorities will make up nearly 50% of the country’s population (Will, Cobb 
& Cheney 2008). According to figures from the 2006 Census, 26 % of Australian 
population was born overseas and 44% of Australian population were either born 
overseas or have at least one overseas born parent (ABS 2009d). The present 
study considers immigrants to be individuals born overseas who have arrived in 
Australia under different categories such as skilled migrant, refugees, investors, 
sponsored by an organisation or sponsored by a relative (ABS 2009a).  
 
Another variable that could have an impact on the consumer information search 
process is human capital (Gursoy 2001; Putrevu & Ratchford 1997). Human 
Capital is defined as the stock of information and knowledge obtained in the past 
that makes the consumer more productive in the current period (Putrevu & 
Ratchford 1997). This variable has had limited attention in the literature on 
external information search and there has not been a comprehensive 
examination of the multiple aspects of this factor in relation to consumer search 
behaviour.  
 
Studies on information search have mainly focused on durable goods, such as 
automobiles (Guo 2001). Consequently, previous research into the information 
search process has not accounted for the services context, and financial 
services, in particular, have received little attention, despite the importance of 
these sectors to the economy (Heaney & Goldsmith 1999; Lovelock & Wirtz 
2007). The services sector, Including banking, insurance and finance; the media 
and entertainment industries; consulting, tourism and retail; services provided by 
government, such as education, health and welfare; and other personal and 
business services constituted 70% of Australia’s GDP in 2009 (DFAT 2009).  
 
Immigrants require a range of services when they arrive in a new country (Pires & 
Stanton 2000a), for example, accommodation, medical services and banking. 
Some services, such as a savings account, are considered a high involvement 
purchase (Aldlaigan & Buttle 2001). This service may require an extensive 
information search and can be a long term purchase, because consumers will not 
change banks very often (Heaney & Goldsmith 1999). In addition, the activities of 
consumers new to an area constitute an interesting opportunity to examine their 
information search process (Freiden & Goldsmith 1989). As the marketing activity 
in the medical and accommodation services is limited (Freiden & Goldsmith 
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1989), the banking industry was selected as an appropriate context to analyse 
the information search process of recently arrived immigrants in Australia, 
considering that they will need a bank to conduct their personal and business 
transactions. The need to search for information in the purchasing process of this 
service and the relevance of marketing activities in this sector creates an 
opportunity to further investigate the consumer behaviour of immigrants.  The 
next section will discuss the context of the present research.  
 
1.2 Context of the Study 
 
As noted in the previous section, the majority of studies on consumer information 
search have explored the subject in relation to durable goods. As services have 
different characteristics to durable goods, and have a sizable role in the 
economy, they are an appropriate context in which to explore the focus of this 
research.  The review of the literature on services marketing suggests the unique 
characteristics of services include intangibility, inseparability, heterogeneity and 
perishability (Edvardsson et al. 2000; Murray 1991). The intangibility of services 
means that they cannot be fully evaluated prior to consumption, therefore, the 
information search process is critical in reducing the perceived risk of purchase. 
However, recently arrived immigrants may have a limited ability to acquire risk 
reducing information (Pires & Stanton 2000b) due to language constraints or a 
lack of familiarity with local brands. Furthermore, the uniqueness of services 
makes it difficult to understand what is being offered, identify potential suppliers 
and evaluate alternatives (Pires & Stanton 2000b). 
 
As identified in the introduction, banking services are particularly important as a 
service for which new residents will search for when arriving in a new place 
(Freiden & Goldsmith 1989; Pires & Stanton 2005). There has been research 
conducted into the influences on information search in the financial industry 
(e.g.Altobello & Hale 2009; Babakus, Eroglu & Yavas 2004; Beckett, Hewer & 
Howcroft 2000; Heaney & Goldsmith 1999), but little attention has been paid to 
the influence of acculturation on the information search process, despite 
academics’ recommendations to address this gap (Ogden, Ogden & Schau 2004; 
Quester, Karunaratna & Chong 2001).  
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Therefore, in this study, the banking service industry provides the context in 
which to examine the role played by acculturation and human capital in the 
information search process undertaken by recently arrived immigrants. 
1.3 Research Problem and Objectives 
 
 
The research problem to be examined in the present study is: 
 
What is the impact of acculturation and human capital on the process of 
information search for a service provider which is undertaken by recently 
arrived immigrants? 
 
The objective of this study is to empirically examine the influence of acculturation, 
human capital, perceived risk and involvement on the degree of external 
information search for banking services. In addition, it will determine the 
satisfaction with the decision made and the influence of that satisfaction on the 
willingness to recommend a particular service provider. The development of the 
theoretical framework and the relationships among the different constructs 
proposed in the model will be discussed in detail in Chapter Two. Figure 1.1 
shows the theoretical framework to be investigated in this study. 
 
 
Figure 1.1 Theoretical Framework 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Developed by the author for the present study 
 
Past research has overlooked the role of acculturation on the information search 
process (Quester, Karunaratna & Chong 2001). This may be due, as suggested 
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by Quester and Chong (2001), to the lack of reliable market indicators and the 
linguistic difficulties of reaching certain ethnic groups. In addition, the research on 
the factors that influence consumers’ selection of a bank has focused on the 
process of selection from among known providers in a known place (Blankson, 
Cheng & Spears 2007). Limited investigation has been conducted regarding the 
factors that influence the decision of a new immigrant when selecting a service 
provider from among unknown providers (Pires & Stanton 2005; Quester, 
Karunaratna & Chong 2001).   
 
Furthermore, it has been found that, after selecting a bank, consumers rarely 
switch to another (Kaynak & Whiteley 1999; Ta & Har 2000). This suggests that it 
is primarily young people and new residents who are making bank selection 
decisions, in the consumer baking segment. This particular market of new 
residents is recognised by bankers as a source of new business (Perry 2008; 
Riggall 1980) which may benefit Australia’s bank industry considering the 
dynamic growth of immigrants and the impact of their spending on the economy 
(ABS 2009d).    
 
 Given its size and growth, an understanding of this consumer segment is of 
importance to the banking industry. The present study will identify the key 
antecedents that influence the information search process for bank services in 
Australia among recently arrived immigrants. It will thus contribute to the literature 
relating to the consumer decision-making process, especially the information 
search component. This research suggests a new approach to operationalising 
acculturation and human capital constructs, by examining the validity and 
reliability of the scales. Finally, as the majority of existing studies were carried out 
in North America and Europe, this study extends the literature to cover a different 
geographic context. 
 
1.4 Key Research Findings and Contribution 
 
 
In general, the results of this research indicate that acculturation has a positive 
influence on the degree of external information search conducted by immigrant 
consumers. In addition, acculturation affects the human capital of recently arrived 
immigrants in a positive manner. The results also reveal a significant positive 
relationship between human capital and degree of external information search, 
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involvement and degree of external information and also between satisfaction 
with the decision made and willingness to recommend. The results do not 
indicate a statistically significant relationship between perceived risk and degree 
of external information search or between perceived risk and each of the 
variables human capital and involvement. Finally, the findings do not reveal a 
significant relationship between satisfaction the purchase decision and the 
degree of external information search. 
 
The present research makes several contributions to a developing body of 
literature and research in the area of information search. First, the research has 
conceptualised and empirically investigated the relationship between human 
capital and acculturation and the degree of external information search in the 
context of a particularly difficult-to-access population, that is, recently arrived 
immigrants. In addition, the present research implements a comprehensive 
approach to acculturation, as opposed to the traditional unidimensional measures 
such as length of stay in the host country. This study builds on the work in the 
psychology field undertaken by Berry (2001), who proposes four dimensions to 
measure acculturation: assimilation, separation, integration and marginalisation. 
The present study used these dimensions to investigate the impact of 
acculturation and human capital on the information search process for service 
providers among recently arrived immigrants. The findings show a positive impact 
of these variables on the degree of external information search for a service 
provider by recently arrived immigrants.  
 
Finally, this study contributes to the understanding of the relationship between 
information search and the acculturation process of recently arrived immigrants in 
a different context, Australia, since majority of studies have been conducted in 
the US and UK. 
 
The managerial implications of the research suggest that marketing practitioners 
need to obtain a greater understanding of the purchase behaviour of the 
immigrant population in Australia. Often for immigrants a new country is very 
different from that left behind, in terms of products or services available and the 
way in which transactions are conducted 
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The development of an empirically tested model to explore immigrants’ 
information search processes creates new opportunities to explore the consumer 
behaviour of this population and generate further research into areas that are 
influenced by the information search process. These areas could include product 
classification, segmentation and importance of information sources on the 
purchasing decision.  
 
1.5 Research Methodology 
 
The review of the literature in the areas of information search, the consumer 
decision-making process, acculturation and human capital has informed the 
theoretical framework used in this research and the hypotheses to be tested, 
which are discussed in Chapter Two. A quantitative methodology, using a self-
administered survey, has been chosen as the most appropriate method to test 
the proposed hypotheses. This methodology will be discussed in Chapter Three. 
The operationalisation of the constructs was based on the adaptation of existing 
scales and new items that facilitate the exploration of the proposed hypotheses. 
The reliability and validity of the final instrument was tested according to the 
recommended guidelines (Churchill 1979; Neuman 2003). A self-administered 
questionnaire was utilised to measure the constructs of the theoretical framework 
which comprises existing, adapted and new items.  
 
1.6 Delimitations 
 
The present study has selected Victoria, Australia as the geographic area of 
analysis, due to the state’s mix of nationalities and continuous inflow of 
immigrants (ABS 2009b). However, the results must be interpreted in light of this 
context to avoid invalid generalisations. 
 
1.7 Thesis Outline  
 
The thesis is comprised of six chapters. Chapter One: Introduction provides a 
background to the study, a general overview of the thesis and presents the key 
concepts. Chapter Two presents a review of the existing literature regarding the 
information search process, acculturation, human capital, perceived risk, 
involvement, satisfaction and willingness to recommend. It identifies gaps in the 
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application of these concepts in research and presents a theoretical framework to 
be empirically tested. Chapter Three describes the methodology implemented to 
test the research hypotheses. It discusses the research design, the sample 
analysed, the statistical methods used and the administration of the survey. 
Chapter Four presents the operationalisation of the constructs proposed in the 
theoretical framework. Chapter Five presents the results of the hypothesis 
testing. Chapter Six discusses the contribution of the research with reference to 
the literature and the research questions presented in Chapter Two, including 
consideration of the managerial implications, limitations and opportunities for 
future research.  
 
1.8 Chapter Summary 
 
This chapter has outlined the background to this study, relating it to the pertinent 
body of knowledge. It has set the context for the study, and outlined the research 
objectives and expected contribution. The chapter has described the 
methodology implemented to answer the research questions. Finally, it has 
outlined the structure of the thesis. The next Chapter presents the existing 
literature regarding the variables of interest. 
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Chapter 2: Literature Review 
 
2.1 Introduction 
 
This chapter presents a review of the literature relating to the consumer decision-
making process and, more specifically, information search behaviour. The 
following sections discuss the literature regarding the following: cultural values 
and acculturation; internal information search and human capital; external search 
for information; perceived risk; involvement; satisfaction and willingness to 
recommend. The final section discusses the shortcomings of the information 
search literature in failing to account for immigrants’ search for external 
information sources. It then presents the proposed theoretical framework and the 
hypotheses formulated for this research. 
 
2.2 Consumer Decision-Making Process 
 
A review of the literature reveals several consumer decision-making models 
(Engel, Kollat & Blackwell 1968; Howard 1963; Nicosia 1966). For instance, 
Howard (1963) proposed the first integrative model of buyer behaviour. His 
fundamental contribution was the inclusion of learning theory. According to this 
model, buyer behaviour begins with a felt need represented as a goal. The 
individual is subject to a triggering cue which indicates that an alternative(s) will 
satisfy the drive. This trigger activates the selection process which is affected by 
a state of predisposition to buy the product or service considered. If this 
predisposition is low, the information search is activated based on personal and 
impersonal sources (Howard 1963). 
 
Nicosia (1966) went beyond Howard by introducing different variables such as 
advertising to the model and considering the effect of them on the consumer’s 
perception of the products. He proposed the inclusion of four basic fields in the 
model, consisting of inputs and outputs. Field one includes the output of an 
advertising message from a company when the recipient is not familiar with the 
advertised product or service. The message reaches the consumer and is thus 
the input for the consumer’s perception of the product’s attributes. As this 
message is received and acted upon, the outcome is the formation of an attitude 
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toward the product or service which is the input for field two. This field represents 
the search for and evaluation of the advertised product or service and other 
alternatives. The input from this field may or may not be a motivation to purchase 
the advertised brand. If such motivation does emerge, it would be the input for 
field three, which is the transformation of the motivation into a purchase. Finally, 
field four is the storage or use of the purchased item and the output is feedback 
of sales results to the business and retention of the consequences in the buyer’s 
memory (Nicosia 1966).  
 
Engel, Kollat and Blackwell (1968) departed from Nicosia’s model, conceiving a 
human being as a system with outputs that are responses to inputs. They 
suggest that there is a black box called a control unit which includes memory and 
thinking. Stored in memory are various personality characteristics; past 
information or experience; values; and attitudes. Everyone is subject to stimuli of 
all types from the environment, which could be physical (e.g. the weather) or 
social (e.g. norms). The next issue to consider is how a person makes sense of 
stimuli. This is where arousal has a function, by creating a need to satisfy 
something. For instance, arousal provides awareness of the stimuli which could 
activate behaviour. When activated by the incoming stimuli, the system requires 
a means of processing the large number of stimuli that can occur during a day. 
This tool could be a process of comparison, where the inputs are compared with 
the information stored in memory. The individual is thus highly selective, 
attending only to those stimuli that are seen to be relevant. If the person 
recognises a ‘problem’ they act upon it, as is the case when a decision is 
required about a purchase. However, problem recognition is just the first step in 
the decision-making process, which will also include the search for alternatives, 
the evaluation of those alternatives and the actual purchase (Engel, Kollat & 
Blackwell 1968).  
 
The main difference between these three models is in the interpretation of input 
information that is received by the consumer. Howard (1963) argues that input 
information is a felt need represented as a goal. Nicosia (1966) suggests it is a 
motivation to purchase. While Engel, Kollat and Blackwell (1968) view this input 
as stimuli that can activate behaviour. However, all three models consider 
consumer information search as a key component of the decision-making 
process, based in the need to collect and process the information required to 
purchase a product or service.  
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Later models have differentiated the consumption process for goods from the 
consumption process for services. For instance, Fisk (1981) identified three 
stages in the services consumption process: pre-consumption, consumption and 
post-consumption. The pre-consumption stage consists of problem recognition, 
information search, alternative selection, and evaluation I. Evaluation is 
conceived as a function of the preceding pre-consumption acts. The consumption 
stage is formed by choice, evaluation II and use. Evaluation II is considered a 
function of evaluation I and choice. The post-consumption stage consisted of 
evaluation III and repurchase motivation. Evaluation III was conceived as a 
function of evaluation I and II and use. Overall evaluation, in this model, was 
proposed as occurring after major consumption acts and as occurring 
cumulatively. Even though, later models have placed more emphasis on 
evaluation aspects (Erasmus, Boshoff & Rousseau 2001), information search is 
still considered a relevant component of the decision making process. The next 
section will review the literature pertinent to the information search process. 
 
 
2.3 Information Search  
 
The main consumer decision-making models all include information search 
(Engel, Kollat & Blackwell 1968; Howard 1963; Nicosia 1966), as it is a 
fundamental part of the process (McColl-Kennedy & Fetter 1999). Consumer 
information sources can be classified as internal or external. Internal search is 
related to past purchase experience and knowledge, while external search 
represents a motivated and conscious decision by the consumer to seek 
information from the environment (Murray 1991).  
 
There have been three major theoretical streams in the literature related to 
consumer information search (Gursoy 2001; Schmidt & Spreng 1996). The first is 
the psychological approach, which incorporates the individual, the product class 
and the task-related variables such as beliefs, attitudes and involvement (Beatty 
& Smith 1987). The second approach is taken from economics, which uses the 
cost–benefit framework to analyse the consumer’s information search. The 
economic theory of search suggests that consumers weigh the costs and benefits 
of searching when making search decisions. Any variables that increase the 
benefits of searching or decrease the search cost would be positively related to 
the degree of information search (Guo 2001). The third stream is the consumer 
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information processing approach which focuses on memory and cognitive 
information processing theory. In this account, it is suggested that an individual’s 
memory facilitates efficient processing of information because knowledgeable 
consumers are able to focus on the pieces of information that are relevant to their 
purchase decisions (Gursoy 2001). 
 
A review of the literature on information search also suggests that this process 
has been mainly analysed in terms of demographic variables, such as age, 
income and education (Altobello & Hale 2009; Kim & Kim 2010; Tank & Tyler 
2005). Furthermore, most studies have looked at durable goods such as 
automobiles (e.g.Punj & Staelin 1983a; Srinivasan & Ratchford 1991) and 
electronics (e.g.Brucks & Schurr 1990), rather than services. Few studies have 
investigated immigrant populations. A notable exception is the work of Quester 
and Chong (2001), which found that the level of acculturation has a significant 
influence on the information search process in which immigrants engage. In 
addition, few studies have selected services as the category on which to conduct 
empirical research into consumer information search (Heaney & Goldsmith 
1999). Considering these areas that need greater attention in the literature, the 
present study will use the financial services industry as an appropriate context to 
evaluate the information search process among recently arrived immigrants. The 
following sections will discuss the literature related to information search in the 
financial industry and the research undertaken in terms of acculturation and its 
role on the information search process.  
 
2.3.1 Information Search in the Financial Services Industry  
 
 
The literature in services marketing reveals three basic assumptions about the 
nature of services. The first describes the unique characteristics of services: 
intangibility, that is, services are experiences rather than objects; inseparability, 
such that services are produced and consumed simultaneously; heterogeneity, 
as services have the potential for high variability; and perishability, such that 
services cannot be stored (Berry 1980). However, Lovelock and Wirtz (2007) 
question both the inseparability and perishability of services. They suggest that a 
service can be separable (e.g. dry-cleaning, lawn mowing) and that not all 
services are perishable (e.g. audio- or video-recording of concerts and sports 
events). The second assumption suggests that these characteristics pose 
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problems for services marketers which are not faced by goods marketers. The 
third assumption holds that problems in the service area require service 
marketing solutions (Berry 1980; Zeithaml, Parasuraman & Berry 1985). 
Therefore, it is valid to assert that goods have different characteristics from 
services, and considering that most of the literature has focused on the study of 
information search for goods, there is a need to better understand the information 
search process for services. Thus, this study will contribute to this knowledge by 
considering the services industry in relation to new residents seeking services 
when they arrive in a new country (Freiden & Goldsmith 1989; Pires & Stanton 
2005). As suggested by Quester, Karunaratna and Chong (2001), the new home 
country can often be very different from that left behind in terms of products or 
services available and the method of conducting transactions. Consequently, this 
research will look at the information search for a bank service among recently 
arrived immigrants. Banking is one of the first services that immigrants require 
when they arrive in a new country, or even perhaps before they arrive. According 
to Boneh (1991) immigrants need to open a bank account within few days after 
they arrive into the new country. Once they have selected a bank, consumers 
rarely switch to another, meaning that young people and new residents make up 
the vast majority of those making consumer bank selection decisions (Perry 
2008; Tan & Chua 1986). The empirical examination of the information search 
process in the financial industry has lately captured the interest of researchers 
(e.g.Altobello & Hale 2009; Babakus, Eroglu & Yavas 2004; Beckett, Hewer & 
Howcroft 2000; Heaney & Goldsmith 1999). Altobello and Hale (2009) found that 
mature consumers conduct more external information search for financial 
services than for home services. Babakus, Eroglu and Yavas (2004) suggest that 
a consumer’s search for a bank can be represented by a construct comprised of 
three components: search attributes (e.g. interest rates on deposits and loans, 
ATM availability); experience attributes (e.g. customer service, time efficiency); 
and credence attributes (e.g. confidentiality, adoption of latest technology). Mitra, 
Reiss and Capella (1999) in their classification of experience and credence 
services, suggest that opening a bank account is a search service  because 
consumers would be aware of and can evaluate the attributes such as costs, 
ease of use, interest rates and overdraft fees before opening an account. 
However, in the case of recently arrived immigrants, the limited knowledge of the 
local service providers may difficult the access to this information (Pires & 
Stanton 2005). Therefore, they may rely on credence attributes such as trust, 
obtained through their family or friends’ recommendations.  
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Beckett, Hewer and Howcroft (2000) developed a consumer behaviour matrix 
which included the four quadrants repeat response, rational active, no purchase 
and rational dependent. These quadrants are influenced by the delivery channel 
(e.g. electronic or face-to-face). They suggest that the introduction of an 
electronic channel will impact on the process of service where trust in and 
strength of the relationship will influence the decision to select a financial 
provider. Finally, Heaney and Goldsmith (1999) found that perceived benefit, 
perceived cost and perceived knowledge influence the extent of pre-purchase 
bank information search.  
 
Despite such valuable efforts to conduct empirical research into the information 
search for services, the marketing research remains dominated by a 
manufacturing perspective (Lovelock & Wirtz 2007) and the information search 
process of immigrants has received little attention (Pires & Stanton 2005; 
Quester, Karunaratna & Chong 2001; Wang 2004). Hence, the value of this 
research lies in its contribution to the field by addressing this research gap. 
 
Considering the need to explore further the service context and this segment of 
the population, the present study will look at the information search process for 
banks among recently arrived immigrants in Australia. The next section reviews 
the literature relevant to culture and the role of acculturation on the information 
search process. 
2.3.2 Information Search and the Influence of Culture 
 
Past research suggests that culture impacts on a range of areas of interest to 
marketers. For instance, researchers have proposed that culture influences 
perception; information processing; value systems; self-concepts; motivation; 
learning and memory age; social class; sex roles; attitudes change; decision 
making; purchase; and post-purchase (Malhotra & McCort 2001). As the focus of 
the current study is on the information search process, the role of culture on this 
process will be discussed in the following section.  
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Cultural Values and Acculturation   
 
It is relevant to differentiate the meaning of cultural values and acculturation to 
identify the best manner to study its effect on the information search process of 
recently arrived immigrants. Culture is a broad and complex term that has many 
definitions. One of the most popular definitions is given by Hofstede (1991), who 
suggests that culture is the collective programming of the mind which 
distinguishes the members of one human group from another. However, the 
perspective developed by Hofstede (1991) may be more useful in cross-cultural 
studies; meanwhile, the use of the concept of acculturation could facilitate the 
analysis of multicultural settings. According to Peñaloza (1994), the term 
acculturation can refer to the general process of adaptation to the cultural 
situation in one country by persons from another country. Other researchers refer 
to assimilation and define it as the process of inter-penetration and fusion in 
which persons or groups acquire the memories, sentiments and attitudes of other 
persons or groups, from the host country, and by sharing their experience and 
history are incorporated into a common cultural life (D'Rozario & Douglas 1999). 
This assimilation process includes four dimensions: structural, cultural, 
psychological and biological. According to Ogden (2002), structural change refers 
to the degree to which the immigrant integrates the associations and institutions 
of the host culture. Cultural change is the degree to which the values and norms 
of the immigrant group come to match those of the host culture. Psychological 
change is a variation in an individual’s self-identification with his/her ethnic group. 
Finally, biological change involves the genetic mutation of an immigrant group so 
that the physical differences between the immigrant and the host group are 
diminished. Despite the differences between the two terms, several researchers 
use acculturation and assimilation interchangeably. However, Ogden (2002) 
believes it is important to differentiate them in terms of their usage in the 
consumer acculturation context. While assimilation occurs when immigrants give 
up their cultural heritage and completely adopt the mainstream culture’s values, 
acculturation can involve the addition of some elements of the mainstream 
culture without abandoning one’s native culture (Ogden 2002).  
 
Measures of acculturation normally attempt to determine the extent to which a 
person has adapted to a new culture. Ogden (2002) highlights seven factors that 
have been considered in the literature when measuring acculturation: language, 
reference groups, intermarriage, strength of ethnic identification, length of time in 
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the host country, media sources and religion. Researchers have used a variety of 
measures which demonstrate a high level of external validity, but are not strongly 
grounded in theory and have not been rigorously tested (Lerman, Maldonado & 
Luna 2008). These measures have included: length of stay in the host country; 
type and extent of communications with members of the host culture; media 
usage; language spoken; reference group influence; intermarriage; and cultural 
identification, among others (Laroche, Kim & Tomiuk 1998; Ogden 2002; 
Penaloza 1989).  
 
A solution for the lack of rigorous empirical testing of acculturation, is the model 
suggested by Berry (2001) and complemented by Lerman, Maldonado and Luna 
(2008) which is composed of four dimensions: assimilation, segregation or 
separation, integration, and marginalisation. 
 
According to Lerman, Maldonado and Luna (2008), assimilation refers to the way 
in which individuals abandon their cultural identity and become more involved  
into the larger society. As a result, they engage in behaviours, including the 
purchase of products or services from that culture, and exhibit increasingly fewer 
characteristics of their culture of origin. On the other hand, segregated individuals 
value their cultural characteristics and consider it more important to maintain 
contact only with their ethnic group. Individuals in this category exhibit a strong 
home country consumer culture, which is distinct from the host culture. 
Integration represents a compromise of sorts. Individuals in this category value 
minority cultural identity and maintain ethnic group relationships while at the 
same time developing relationships with and within the dominant society. In a 
consumer context, this may mean adopting host country cultural products but 
using them in ways that maintain ties to the home culture. Marginalised 
individuals lose the essential characteristics of their own culture, but do not 
replace them by adopting those of the dominant society. They resist the pulls of 
both host and home cultures. Therefore, they may not exhibit behaviour that is 
acceptable to either group and as a result often feel isolated.   
 
Individuals may have different buyer behaviour across different acculturation 
dimensions (assimilation, separation, integration and marginalisation), which may 
in turn require different marketing strategies. For instance, each acculturation 
dimension could be a market segment with specific needs (Lerman, Maldonado & 
Luna 2008). 
  19 
 
Consumer acculturation is a subset of acculturation and socialisation. While 
acculturation is more general, consumer acculturation is specific to the consumer 
decision-making process. Consumer acculturation refers to the socialisation 
process in which a consumer—or immigrant consumer in this case—learns the 
behaviours, attitudes and values of a culture which are different to those of 
his/her culture of origin (Ogden 2002). 
 
According to Pires and Stanton (2005), newly arrived immigrants face new and 
different environments that may influence their consumption. They also argue 
that in the short to medium term, time and budget constraints together with 
language difficulties and limited knowledge of the marketplace may affect their 
ability to search for information about products and services, and their respective 
evaluation. Over time, this behaviour may gradually change due to consumer 
acculturation, improved communication skills and some degree of acculturation to 
the host society in general, if not necessarily to the dominant host group.  
 
Furthermore, past research has suggested the need to explore the role of 
acculturation on consumers’ behaviour (Burton 2000; Cui 1997; Kwok, Uncles & 
Huang 2006). For instance, several researchers have investigated the effect of 
acculturation on the information search process (D'Rozario & Choudhury 2004; 
Doran 1994; Pires & Stanton 2005; Quester, Karunaratna & Chong 2001). Thus, 
D'Rozario and Choudhury (2004) and suggest that acculturation relates positively 
to the extensive use of sources of information, such as, salespeople in stores and 
consumer reports. Doran (1994) found that more acculturated Chinese 
Canadians used media sources and were less dependent on personal sources. 
Pires and Stanton (2005) suggest that less acculturated immigrants will rely more 
on sources that can be trusted such as friends from their own ethnic group, due 
to their limited knowledge of the new marketplace. Finally, Quester, Karunaratna 
and Chong (2001) found, in their study of cars, stereos and toothpaste, that less 
acculturated Chinese Australian rely little on media sources and more on 
personal sources such as friends. 
  
Similarly, some researchers have suggested that acculturation has a moderation 
effect on the consumer decision making process. For instance, Ogden, Ogden 
and Schau (2004), suggest a model whereby the relationship between 
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identification of microcultures and purchase outcome is moderated by the degree 
of consumer acculturation.  
 
The current research conceptualises acculturation using elements from Berry’s 
(2001) approach, based on psychological theory and previously  untested in a 
marketing context, and adapts the acculturation construct to measure its impact  
on the information search process of recently arrived immigrants in Australia.  
 
The focus of this study is the information search process of banks by recently 
arrived immigrants, because, as discussed in Section 2.3.1,  banking is one of 
the first services that immigrants require when they arrive into a new country. 
 
These immigrants are from Non English speaking countries, mainly from Asia, 
and have been in Australia for less than one year. This will be further discussed 
in Chapter 3 (Section 3.5.5 Profile of the Sample) 
 
 
This approach is deemed appropriate because it examines the impact of 
acculturation by considering its multiple dimensions and differs from traditional 
approaches that use single variables like country of birth or self-identification to 
measure the acculturation level of immigrants (Kara & Kara 1996; Ogden 2002). 
Table 2.1 summarises the acculturation measures utilised in past studies.  
 
 
Table 2.1 Acculturation Measures 
 
 
Measure Author 
 Language (Laroche et al. 1998; Lee 1993; Penaloza 1989) 
 Intermarriage (Ogden 2005; Valencia 1985) 
 Self ethnic identification (Hirschman 1981) 
 Length of time in the host  
country  
(Valencia 1985) 
 Media sources  (Penaloza 1989) 
 
 
The review of the literature on culture suggests that acculturation has a role to 
play in the information search process. The present study will look at the direct 
effect of acculturation on the degree of external information search. Thus, the 
following hypothesis is proposed: 
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H1:  Acculturation is positively related to the degree of external information 
search for a service provider carried out by recently arrived immigrants. 
 
Considering that information search, as stated earlier, is divided into external and 
internal, it is relevant to review the literature relevant to each type of information 
search. The next section discusses the literature relevant to internal information 
search. 
 
2.3.3 Internal Information Search 
 
The concept of internal information search represents the retrieval of knowledge. 
When consumers realise they have a need for information, first they try to recover 
the information from their memory; in other words, they conduct an internal 
information search. If the internal information search provides sufficient 
information regarding a product or service, then an external information search is 
unnecessary (Gursoy 2001). 
 
The literature suggests that internal information search is composed of prior 
experience and human capital (Alba & Hutchinson 1987; Gursoy 2001; Putrevu & 
Ratchford 1997). According to Alba and Hutchinson (1987), prior experience is 
divided into familiarity and expertise. For instance, familiarity with a product or 
service is explained as the consumer’s perception of how much they know about 
the attributes of the choice alternatives considered (Moorthy, Ratchford & 
Talukdar 1997). On the other hand, expertise includes the cognitive structures 
(e.g. beliefs about product attributes) and cognitive processes (e.g. decision rules 
for acting on those beliefs) required to perform goods or services related tasks 
(Alba & Hutchinson 1987).  
 
Human capital can be defined as the stock of information and knowledge 
obtained in the past that makes the consumer more productive (Putrevu & 
Ratchford 1997). This implies that information search may provide information 
that improves future decisions. In addition the search process builds skills at 
search (Ratchford 2001). An example of investment in human capital is 
educational activities; the cost of those activities will be compared against the 
return the investment will bring in terms of higher wages (Swagler 1980). Human 
capital is of two types: information capital, in the form of information about market 
attributes and prices; and knowledge capital, that is knowledge about how to 
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search, which moderates the ability of the search effort to affect the ability to 
choose among alternatives. Investment in information capital can be seen as a 
measure of the return in terms of the expected discounted value created by the 
increased flow of services to the consumer (Swagler 1980). Consumers 
accumulate information through different means, such as education, experience 
in the marketplace, talking to friends, observing others, advertising, reading, or 
through experiences and association. As information is accumulated, it is 
structured and processed by the individual, and information from several sources 
is blended together. However, information capital is dynamic. It expands as the 
consumer adds new information and deteriorates as information is forgotten or 
becomes obsolete. Therefore, some new investment in information will be 
needed to maintain the stock of information (Swagler 1980). 
 
Putrevu and Ratchford (1997) and Urbany, Dickson and Kalapurakal (1996) 
measure human capital as market knowledge (self-reported knowledge about 
prices and offerings in the grocery shopping context). Urbany, Dickson and 
Kalapurakal (1996) include investment search (past search effort in choosing the 
provider) and time management skills in their conceptualisation of human capital. 
Putrevu and Ratchford (1997) also utilise the following to measure human capital: 
ability, understood as a consumer’s perceived ability to deal effectively with price 
information; experience, as in past search effort; and efficiency, as in the amount 
of planning and organisation. 
 
Another approach to human capital is proposed by Alba and Hutchinson (1987), 
who suggest that consumer knowledge is composed of expertise and familiarity. 
They define familiarity as dependent on the number of product-related 
experiences that have been obtained by the consumer. Meanwhile, expertise is 
defined as the ability to perform product-related tasks successfully. In the same 
direction, Gursoy (2001) proposes his prior product knowledge approach. He 
suggests that prior knowledge facilitates the processing of information because 
knowledgeable consumers are able to focus on the information relevant to the 
decision to be made. He also suggests that prior knowledge can be objective or 
subjective. Objective knowledge is accurate information stored in memory while 
subjective knowledge is related to the consumer’s perceptions of what or how 
much they know about a product or service category. 
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The present study adopts the approach developed by Putrevu and Ratchford 
(1997) to measure human capital as market knowledge and perceived ability. In 
addition it incorporates the measurement of prior product knowledge as proposed 
by Gursoy (2001), because it is possible that immigrants’ ability to evaluate the 
new alternatives and their prior knowledge of banking services could affect their 
information search process (Pires & Stanton 2005). Several academics have 
suggested a negative relationship between human capital and the degree of 
external information search (Gursoy 2001; Punj & Staelin 1983a). For instance, 
Gursoy (2001) found, in their study of information search for holiday destinations, 
that when consumers’ familiarity with the service increases, their search for 
internal information increases and their search for external information 
decreases. Similarly, Punj and Stewart (1983b) suggest, in their study of external 
information search for automobiles, that when prior knowledge and experience 
with a specific product increases, the customer will rely more on internal 
information and the degree of external information search will decrease.  
 
The present research will measure the impact of acculturation on the level of 
human capital of recently arrived immigrants, because it is possible, as 
suggested by Pires and Stanton (2005), that the adaptation process of recently 
arrived immigrants impacts upon their level of market knowledge and their ability 
to search. Thus, the following hypotheses are proposed: 
 
H2: Acculturation is positively related to the level of human capital of recently 
arrived immigrants.  
 
H3: Human capital is negatively related to the degree of external information 
search for a service provider carried out by recently arrived immigrants.   
 
The next section will discuss the literature pertinent to the other component of 
information search—external information search. 
 
2.3.4 External Information Search 
 
External information search represents the motivated acquisition of information 
from the environment. When the internal search proves inadequate consumers 
are likely to collect additional information from external sources (Gursoy 2001). 
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Prior literature has conceptualised external information search in terms of degree 
and direction (Fodness & Murray 1997; Gursoy 2001), defining the degree of 
external information search as the number of sources used and the amount of 
time devoted to the search. Direction of search is related to the specific external 
sources utilised. Beatty and Smith (1987) define external search by the degree of 
attention, perception and effort required to obtain data from the environment 
related to the purchase under consideration. On the other hand, Urbany, Dickson 
and Kalapurakal (1996) include perceived difficulty as a construct that reduces 
search for information in their study which examined price search in the retail 
grocery market. Heaney and Goldsmith (1999) propose the measurement of 
perceived cost of the information search in their Banking Services Model (BSM), 
which they used to evaluate the external information search process for banking 
services. They further suggest that consumers are likely to use six sources when 
searching for a bank. These sources are: 1) friends, 2) relatives, 3) co-workers, 
4) referral from other banks, 5) consumer reports, and 6) advertisements and 
promotions.  
 
Duncan and Olshavsky (1982) studied the process of external search for the 
purchase of a colour TV, defining relatives, friends, neighbours, consumer 
reports, consultation with salesperson, dealer visits, and media advertising as the 
sources of information used by consumers. Likewise, Punj and Staelin (1983b), 
in their research into consumer information search for new automobiles, define 
external information search in terms of the time spent to obtain information and 
the quantity of information obtained from sources such as friends, books, 
magazine articles and salespersons. Some researchers have proposed the 
measurement of these information sources in terms of their extensiveness and 
the importance of each information source (Elliott 1991; Heaney & Goldsmith 
1999).  
 
Past research suggests that involvement, ability, motivation, costs, benefits, 
perceived differences across vendors, uncertainty and perceived risk are 
significant influencers of external information search (Gursoy 2001; Kozak 2007; 
McColl-Kennedy & Fetter 1999; Murray 1991; Putrevu & Ratchford 1997; 
Schmidt & Spreng 1996; Schwalenstocker 2006; Urbany, Dickson & Wilkie 
1989). For instance, Gursoy (2001) studied the effects of familiarity and expertise 
on the information search behaviour of tourists. He found that there is a negative 
relationship between familiarity and the utilisation of external information search 
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and a positive relationship between expertise and the use of external information 
search. Therefore the more familiar the tourists are with the destination, the less 
they will look for external information and, the more expertise they have about 
travelling, the more external information they will use.  Kozak (2007) analysed the 
information sources of travellers to Turkey. She found that friends and relatives, 
trade exhibition, promotion offices, media, tourism entities and internet were the 
main sources used by tourists when deciding to visit Turkey.  
 
McColl-Kennedy and Fetter (1999) found that the degree of external information 
search is comprised of two dimensions, source and effort, in their study of six 
different type of services (life insurance, automobile service, lunch at a fast food 
restaurant, exercise club, movies and haircut). They also found a positive 
relationship between the level of involvement and the degree of external 
information search. Putrevu and Ratchford (1997) found a positive relationship 
between the level of search and the benefits of searching for groceries and also a 
positive relationship between knowledge and the level of search. Schmidt and 
Spreng (1996) found an important influence of ability, motivation, costs and 
benefits in the information search process. Schwalenstocker (2006) investigated 
the role of personal influence in explaining information search related to the 
provision of information about health plans. She found that opinion leaders are 
more likely to use objective market information on health plans and are more 
likely to provide this information to other users.  
 
Urbany et al. (1989) suggest that information search is an effective means of 
reducing uncertainty and perceived risk in their research based on previous 
analysis of information search for durable goods. Therefore, considering the 
importance given to perceived risk and involvement in the information search 
literature, the present study will analyse the influence of these variables on the 
degree of external information search for a service provider among recently 
arrived immigrants. The following sections will discuss the literature associated 
with perceived risk and involvement, prior to proposing hypotheses relating to 
these constructs. 
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2.3.4.1 Perceived Risk  
 
The term perceived risk was introduced by Raymond Bauer in the 1960s and his 
initial statement, as cited by Stone and Gronhaug (1993), suggests that 
consumer behaviour involves risk since any consumer action will have 
consequences which cannot be anticipated. Over time, the terms risk and 
uncertainty have often been used interchangeably. Perceived risk can be defined 
as an expectation of loss; the more certain one is of the loss, the greater will be 
the risk perceived by the consumer. Perceived risk is composed of six 
dimensions: social, time, psychological, financial, performance and physical 
(Stone & Gronhaug 1993). According to Laroche et al. (2004), social risk is the 
potential loss of esteem, respect or friendship caused to the consumer by other 
individuals; time risk is the potential loss of time and effort related to the 
purchase; psychological risk is the potential loss of self-image as a consequence 
of the purchasing activity; financial risk is the potential loss of money; 
performance risk is the potential loss due to the good or service failure after 
purchase; and physical risk is any potential damage to the body or any side 
effects caused by the product or service acquired. 
 
Perceived risk is higher for services due to the characteristics of services such as 
intangibility and perishability, and is determined by the consumer’s ability to 
acquire risk-reducing information (Edvardsson et al. 2000; Murray 1991). For 
instance, the impact of perceived risk on immigrant consumers can be higher for 
intangible dominant products. According to Laroche et al. (2004), intangibility is 
positively related with perceived risk. Furthermore, the lack of information 
available in making decisions related to services in contrast to those related to 
goods increases the risk. In addition, some researchers have suggested that 
perceived risk is a predictor of the extent of information search (Heaney & 
Goldsmith 1999). 
 
Inexperienced consumers with communication barriers may experience greater 
difficulties in evaluating new products or services. Increased difficulty in acquiring 
risk-reducing information heightens the perceived risk of making the wrong 
decision, a consequence that may have a greater impact when products are 
highly intangible. For instance, the consumer may reduce this risk by adopting a 
trial and error approach to the consumption of tangible products, but for 
intangibles consumers may look for international brands with a presence in their 
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home country (Pires & Stanton 2005). In terms of products that are difficult to 
appraise prior to consumption, consumers can reduce perceived risk by selecting 
providers based on information from sources that can be trusted. Similarly, some 
authors suggest that immigrants seek information from experienced others who 
can understand their needs, and their recommendation may be adopted because 
it reduces perceived risk and because they want to follow group behaviour 
(Freiden & Goldsmith 1989; Pires & Stanton 2005). 
 
The present study will adopt the approach proposed by Stone and Gronhaug 
(1993) and Laroche et al. (2004) to measuring perceived risk in the information 
search process for bank services among recently arrived immigrants because of 
the reliability of the scales used in their studies. It is also worth noting that it is 
unlikely that social, physical, time and performance risks affect the decision to 
select a bank undertaken by recently arrived immigrants because, as suggested 
by Heaney and Goldsmith (1999), the consumer may perceive little difference 
between banks. In addition, banks are not normally seen as a social symbol of 
status and consumption of their services does not imply any physical damage or 
performance risk. However, it is possible that the selection of a bank may be 
affected by psychological risk due to the possibility of making the wrong decision, 
or financial risk due to the possibility experiencing monetary loss. Therefore, the 
present study will focus on psychological and financial risks as risk that are more 
likely to be faced by this population in consuming this type of service. Thus, the 
following hypotheses are proposed: 
 
H4: Human capital is negatively related to the perceived risk of selecting a 
service provider among recently arrived immigrants. 
 
H5:  Perceived risk of selecting a service provider is positively related to the 
degree of external information search for a service provider conducted by 
recently arrived immigrants. 
 
Another variable considered in the literature to affect external information search 
is involvement. The next section will discuss the studies related to this variable. 
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2.3.4.2 Involvement 
 
Involvement can be defined as a person's unobservable motivation towards an 
object based on inherent needs, values and interests (Havitz & Dimanche 1999).  
According to Finn (1983). Involvement has been evaluated from three 
perspectives: stimulus-centred, subject-centred and response-centred 
orientations Finn asserts that a stimulus-centred approach considers that certain 
characteristics of products, such as cost, risk and elapsed time of consumption, 
lead to different involvement levels. A subject-centred perspective acknowledges 
that individuals differ in terms of involvement type. For instance, highly involved 
receivers will actively process new information about a brand while less-involved 
receivers will exhibit a passive processing strategy. In addition, it is suggested 
that the level of interest in and importance given to a product category by the 
consumer will define the level of involvement. The response-centred approach 
refers to the differences in information processing strategies that result in 
different outcomes. Differences in involvement, in terms of extent and type of 
information processing, will impact on the process of recalling that information. 
For instance, individuals who process brand-related information are able to recall 
new product-related information faster and more accurately than those who 
process non-brand-related information. Considering these different approaches 
to involvement, a subject-centred perspective is adopted in the current study to 
understand the information search process of immigrants because this population 
will place a particular level of importance on the product category being 
evaluated (banking services) which may determine the impact of their 
involvement on the degree of external information search. 
 
There is general agreement that involvement has a multidimensional structure. 
For instance, Kapferer and Laurent (1985) identified four dimensions of 
involvement: interest, pleasure, sign, and risk. Interest is related to the 
importance of the product or service; pleasure is linked to its rewarding value; 
sign is its symbolic or expressive value; and risk is the subjective probability of a 
mispurchase. Furthermore, Zaichkowsky (1985; 1994) created a Personal 
Involvement Inventory scale (PII), dividing the dimensions of involvement into 
cognitive and affective. The cognitive dimensions are: involving, important, 
means a lot to me, valuable, relevant and needed. While the affective dimensions 
are: exciting, fascinating, appealing, and interesting.  
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The most widely accepted interpretation of involvement has been one of personal 
relevance (Zaichkowsky 1985). That is, a consumer’s level of involvement with an 
object, situation or action is determined by the level to which he/she perceives 
that concept to be personally relevant (Gursoy 2001). Personal relevance of a 
product or service is represented by the linkage between the person’s needs, 
goals and values and their prior product or service knowledge. To the extent that 
the product or service characteristics are associated with personal goals or 
values, the consumer will have strong feelings or involvement with that product or 
service (Gursoy 2001). 
 
According to Beatty and Smith (1987), most theories of consumer behaviour 
suggest that under low involvement conditions, where they perceive little 
importance, individuals engage in minimal search. Conversely, in high 
involvement conditions, where consumers perceive higher importance, they 
undertake an extensive search. However, there is little empirical evidence of this 
relationship (Beatty & Smith 1987; Watkins 1986). In addition, the majority of 
studies have focused on the information processing while little emphasis has 
been placed on the decision-making process or external search. The present 
study will contribute to this knowledge by adapting the cognitive dimensions 
developed by Zaichkowsky (1985), to measure the involvement of recently 
arrived immigrants as an antecedent of their external information search for a 
bank service provider in Australia. According to Heaney and Goldsmith (1999), 
bank services constitute a product with low hedonic value and entertainment for 
most consumers. Consequently, the affective approach will not be considered in 
this research. Thus, the following hypotheses are proposed: 
 
H6:  Involvement is positively related to the perceived risk of selecting a 
service provider among recently arrived immigrants. 
 
H7:  The level of involvement with the purchase decision is positively related 
with the degree of external information search for a service provider 
conducted by recently arrived immigrants. 
 
The review of the literature on external information search suggests that it may 
be affected by variables such as human capital, perceived risk and involvement. 
Consequently, degree of external information search may also produce an 
outcome in terms of the customer’s satisfaction with the decision made. The next 
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section will discuss the literature related to satisfaction and willingness to 
recommend. 
 
2.4 Satisfaction and Willingness to Recommend 
 
Customer satisfaction is a concept that has been widely debated in the literature 
and for which numerous definitions have been given, but researchers have yet to 
develop a generally accepted definition of this concept (Beerli, Martín & Quintana 
2004). 
 
Earlier studies have defined satisfaction as transaction specific (Howard & Sheth 
1969; Parasuraman, Zeithaml & Berry 1988). Another approach suggests that 
satisfaction is an evaluation of the surprise implicit in the purchase of a product or 
a consumption experience (Oliver 1981). Recent studies argue that satisfaction is 
the consumer’s overall experience, as cumulative satisfaction, like attitudes 
(Olsen 2007). There are also several ‘objects’ in relation to which consumers may 
perform their satisfaction evaluation, such as brands, products, services, 
persons, stores or institutions. Heaney and Goldsmith (1999) suggest the need to 
evaluate the relation among satisfaction, effectiveness of the decision-making 
process and the extent and type of information search. Similarly, other studies 
have included satisfaction as a dimension of the construct known as perceived 
benefits (Schmidt & Spreng 1996; Srinivasan & Ratchford 1991). Past literature 
also indicates that satisfied customers will engage in positive word-of-mouth 
(WOM) (Beerli, Martín & Quintana 2004; DeMatos & Rossi 2008; File & Prince 
1992; Ranaweera & Prabhu 2003). For instance, Beerli, Martín and Quintana 
(2004) argue that there is a positive relationship among satisfaction, loyalty and 
the willingness to recommend a service provider. Thus, if the customers are 
satisfied with the service provider they will continue to patronise it and will tell 
others about their positive experience. DeMatos and Rossi (2008) suggest that 
there is a positive effect of satisfaction on word-of-mouth activity. If the 
customers’ expectations are fulfilled they will engage in positive WOM, but if their 
expectations are not met, customers will express their anger by engaging in 
negative WOM. File and Prince (1992) suggest that positive WOM is a crucial 
variable in the information search processes for financial services. For instance, 
satisfied customers will tell others about their pleasure with the service and the 
service provider. Finally, Ranaweera and Prabhu (2003) conclude that trust and 
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satisfaction equally influence word-of-mouth activity in their study of service 
providers in the UK.  
 
On the other hand, some authors argue that in certain circumstances satisfaction 
shows a low correlation with loyalty or repurchase behaviour (Olsen 2007). 
Therefore, dissatisfied customers may still continue with their patronage if they 
have no higher expectations of alternative providers. Similarly, Sheth and 
Parvatiyar (1995) found some factors that make switching banks difficult: length 
of relationship with the bank; the fact that customers know, or are known by, 
branch staff; and the perception that closing accounts is difficult are all exit 
barriers. Conversely, a satisfied customer may be willing to use alternative 
suppliers in the hope of receiving even more satisfying results (Mittal & Lassar 
1998). Therefore, customer retention requires achieving customer satisfaction 
and reaching loyalty beyond satisfaction. In addition, repurchase is not as salient 
for this type of service because long-term commitments, stability and ongoing 
relationships may influence the customer’s decision to continue using the service.  
 
Furthermore, WOM is very important in the service industry (Kim & Smith 2007). 
Considering its relevance, it is critical for the service provider to attract new 
customers and build relationships with existing customers, thereby increasing 
their willingness to recommend the bank to their peers. In addition, according to 
Reichheld (2003) the more promoters or people willing to recommend a company 
there are, the greater will be its growth. Consequently, this research will adopt 
the scales developed by Beerli, Martín and Quintana (2004) and will add new 
items, in order to explore the relationships between the degree of external search 
and satisfaction, and between satisfaction and willingness to recommend the 
service provider. Thus, the following hypotheses are proposed:  
 
H8: Degree of external information search is positively related to the 
satisfaction with immigrants’ decision of selecting a service provider. 
 
H9:  The level of satisfaction with the decision process is positively related to 
the willingness to recommend a service provider among recently arrived 
immigrants. 
 
The findings from the review of the literature have informed the development of a 
theoretical framework to describe the factors that are likely to influence recently 
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arrived immigrants’ information search behaviour. The next section will discuss 
the research framework and the hypotheses to be empirically tested. 
 
2.5 Research Framework 
 
There is one main research question and seven secondary research questions, 
as mentioned in Chapter One. The main research question is: What is the 
impact of acculturation and human capital on the information search 
process for a service provider undertaken by recent immigrants? The 
secondary research questions are: 
 
1. Does acculturation affect the level of human capital of the recently arrived 
immigrant? 
2. Does human capital affect the perceived risk of selecting a service 
provider? 
3. Does perceived risk affect the degree of external information search for a 
service provider? 
4. Does involvement affect the degree of external information search for a 
service provider? 
5. Does involvement affect the perceived risk of selecting a service 
provider? 
6. Does the degree of external information search affect satisfaction with the 
decision made? 
7. Does satisfaction with the decision made affect the willingness to 
recommend a service provider? 
 
In order to accomplish the objective of this study, a theoretical framework was 
developed (Figure 2.1) which incorporates several streams of the literature on the 
banking industry and the consumer decision-making process, specifically, 
information search, acculturation, human capital, perceived risk, involvement, 
satisfaction and willingness to recommend.  
 
This framework proposes that the degree of external information search and 
sources of information utilised by recent immigrants in their selection of service 
providers are influenced by acculturation, human capital, perceived risk and 
involvement. For instance, as immigrant consumers become familiar with the new 
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culture, they may increase their knowledge to search for external information 
about service providers (Pires & Stanton 2005). Similarly, if the perceived risk 
and involvement of recently arrived immigrants is high, they may increase their 
search for external information.  
 
The findings of the review of the literature provided the justification for the 
theoretical model that describes the factors that are likely to influence recent 
immigrants’ information search behaviour. The model and the hypotheses are 
represented in Figure 2.1. The theoretical framework is the basis for generating 
the research hypotheses to be empirically tested in this study.  
 
 
Figure 2.1 Theoretical Framework and Hypothesis 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Developed by the author for the present study 
 
2.5.1 Research Hypotheses  
 
The following is a list of the hypotheses that are presented in the theoretical 
model to be empirically tested in this study. 
 
H1: Acculturation is positively related to the degree of external information 
search for a service provider carried out by recently arrived immigrants.   
 
H2: Acculturation is positively related to the level of human capital of recently 
arrived immigrants.  
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H3: Human capital is negatively related to the degree of external information 
search for a service provider carried out by recently arrived immigrants.  
 
H4:  Human capital is negatively related to the perceived risk of selecting a 
service provider among recently arrived immigrants. 
 
H5:  Perceived risk of selecting a service provider is positively related to the 
degree of external information search for a service provider conducted by 
recently arrived immigrants. 
 
H6: Involvement is positively related to the perceived risk of selecting a 
service provider among recently arrived immigrants. 
 
H7:  The level of involvement with the purchase decision is positively related 
with the degree of external information search for a service provider 
conducted by recently arrived immigrants. 
 
H8: Degree of external information search is positively related to the 
satisfaction with immigrants’ decision of selecting a service provider. 
 
H9:  The level of satisfaction with the decision process is positively related to 
the willingness to recommend a service provider among recently arrived 
immigrants. 
 
The next section will present a summary of this chapter. 
 
2.6 Chapter Summary  
 
Literature from several marketing domains was reviewed to provide a coherent 
picture of the information search process and the variables that may influence the 
external search for products and services undertaken by immigrants. This review 
identified possible research avenues to augment the body of knowledge in the 
area of consumer information search. Furthermore, the findings in the literature 
contributed to the development of a theoretical model aimed at identifying 
relationships between acculturation and human capital; human capital and 
perceived risk; perceived risk and involvement; and among acculturation, human 
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capital, perceived risk, involvement and degree of external information search. It 
also identified relationships between the degree of external information search 
and satisfaction with the decision made and between satisfaction and willingness 
to recommend the service provider. A number of hypotheses were then 
presented which contribute to answering the main research question: What is 
the impact of acculturation and human capital on the information search 
process for a service provider undertaken by recent immigrants? Chapter 
Three will present a detailed discussion of the methodology used to achieve the 
objective of the present study. 
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Chapter 3: Methodology 
 
3.1 Introduction 
 
The previous chapter reviewed the relevant literature pertaining to the research 
question, allowing the development of a theoretical framework intended to 
illustrate the relationships among human capital, perceived risk and involvement 
with degree of external information search, as well as the role of acculturation, 
satisfaction and willingness to recommend in this relationship. The objective of 
this study is to develop a theoretically derived and empirically tested model of 
these relationships. This chapter will describe the methodology used in this study 
to address the research question and to test the research hypotheses. The first 
part of this chapter will discuss the research design, research procedure, the unit 
of analysis, the data collection method, the survey instrument, survey 
administration and the profile of the sample. The second section will describe the 
type of analysis conducted. The last part will look at the statistical methods used 
in this study, such as exploratory factor analysis (EFA), confirmatory factor 
analysis (CFA), regression, t-tests and structural equation modelling. The 
operationalisation of the constructs will be discussed in Chapter Four.  
 
3.2 Research Design 
 
The literature on social research is dominated by three philosophies that play an 
important role in determining a researcher’s view of knowledge. These are 
positivist, interpretive and critical (Neuman 2006). Positivists observe reality from 
an objective stance with an emphasis on measuring the social phenomenon 
(Neuman 2006). The interpretive approach seeks to explain the subjective 
meaning of social action (Bryman & Bell 2007). Critical social science is a 
process of inquiry that goes beyond surface illusions to reveal real structures in 
the material world with the aim of helping people change conditions and build a 
better world (Neuman 2006).  
 
The present research first deduced the hypotheses from a general theory. Next it 
gathered information through a survey to precisely measure the factors identified 
by the theory and then used statistics to formally test the theory’s predictions. 
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Therefore, to gain a clearer understanding of the research question and to 
achieve the research objectives, this study adopted a positivist philosophy.  
 
According to Neuman (2006), designing a study involves deciding on the type of 
sample to select, how to measure the relevant factors, and what research 
technique (e.g. questionnaire, experiment) to use. There has been an ongoing 
debate about the comparative value of qualitative and quantitative techniques, 
specifically in terms of their reliability (Neuman 2006; Tashakkori & Creswell 
2007). However, the fundamental issue is not whether qualitative techniques are 
better than quantitative ones, but which is the most appropriate method(s) for the 
proposed research (Gummesson 2005). 
 
Specialists in research design suggest different categorisations. For instance, 
Dane (1990) (1990) posits the following classification: 
 
1.  Exploration: an attempt to determine whether a phenomenon exists.  
2. Description: examination of a phenomenon to differentiate it from other 
phenomena. 
3.  Prediction: identification of relationships that allow speculation about one thing 
by knowing something else. 
4. Explanation: examination of a cause–effect relationship between two or more 
phenomena. 
5. Action: problem solution via initiation of change processes for narrowing the 
gap between desired and actual state. 
 
The nature of the research question, which seeks to explain a social 
phenomenon from an objective approach, and the context of a banking service, 
favour the use of a quantitative method, as it uses a positivist approach and 
presents descriptive elements. The following section will outline the research 
procedure used for the present study. 
 
3.3 Research Procedure   
 
Influenced by the work of several academics (Neuman 2006; Sekaran 2003) on 
the research process, the following stages for the current research are presented 
in Figure 3.1 
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Stage 1 of the research began with a review of the relevant literature in the area 
of consumer information search and decision-making processes, which facilitated 
the development of a theoretical model to be tested.  
 
Stage 2 included the development of a questionnaire to be used as the primary 
research instrument. A pilot test was conducted with a group of international 
students to refine the measurement instrument, in terms of the language used 
and the time allowed to complete the survey. Next, a sampling frame was 
designed in order to determine an appropriate research population. 
 
Stage 3 involved empirical research via a self-administered survey as the primary 
data collection tool. The survey was conducted at Adult Migrant English Program 
(AMEP) providers in Victoria, authoried by the DIAC (Department of Immigration 
and Citizenship), with recent immigrants mainly from Asian countries. 
 
Stage 4 involved data entry, then quantitative analysis to test the hypotheses and 
examine the proposed relationships. 
 
Stage 5 included the interpretation and reporting of the results, which are 
presented in Chapter Five. 
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Figure 3.1 Stages in the Research Process 
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Source: Adapted from Neuman(2006) 
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  40 
3.4 Unit of Analysis  
 
The unit of analysis is the level at which the research is to be based, and must be 
planned prior to undertaking the research (Sekaran 2003). For instance, the data 
collection methods, sample size and variables included in the theoretical 
framework are all influenced by this plan. This guarantees that an adequate 
framework is established and that suitable data is gathered from the respondents 
to address the research questions (Sekaran 2003). Considering that this 
research is focused on the individual information search process, the unit of 
analysis is individual consumers, in particular, recent immigrants who are likely to 
be involved in a decision-making process. This group was seen as the most 
appropriate to analyse the influence of acculturation and human capital on the 
degree of external information search, due to the lack of familiarity immigrants 
have with the host culture and the challenges they face during the decision-
making process. In order to perform this analysis, a quantitative method was 
employed. The next section will describe the method of data collection used. 
 
3.5 Data Collection Method  
 
According to Neuman (2006), surveys ask respondents about their beliefs, 
opinions, characteristics and past or present behaviour. The present study 
utilises a paper-based self-administered questionnaire to collect data. This type 
of questionnaire is used, as opposed to face-to-face or online questionnaires, 
due to the nature of the sample. Immigrants recently arrived in Australia often 
have limited access to computers, so they might have difficulty accessing an 
online survey. In addition, their language limitations and gaining access to their 
phone contact details could hinder a telephone survey. Therefore, a self-
administered paper based questionnaire was selected because it allows for a 
larger number of questions, can achieve a higher response rate than an online 
questionnaire and enables the respondents to answer at their own pace 
considering the different English capabilities.  
 
Respondents that could not complete the questionnaire during the time provided 
after class, but were interested in participating in the research, were provided 
with a reply paid envelope to allow them complete the questionnaire at their 
convenience within three weeks after the visit to the respective institution. Table 
3.1 compares the different survey methods (Sekaran 2003).  
  41 
Table 3.1 Comparison between Survey Methods  
 
FEATURE 
 
TYPE OF SURVEY 
 Mail 
Questionnaire 
Telephone  Self-
Administered  
Web Survey 
Administrative issues 
Cost Inexpensive Moderate Expensive Least 
Expensive 
Speed Slowest Fast Slow to 
moderate 
Fastest 
Length (number of 
questions) 
Moderate Short Longest Moderate 
Response Rate Lowest Moderate Highest Moderate 
     
Research Control 
Probes possible No Yes Yes No 
Specific respondent No Yes Yes No 
Question sequence No Yes Yes Yes 
Only one respondent  No Yes Yes No 
Visual observation No No Yes Yes 
     
 
Success with different questions 
Visual aids Limited None Yes Yes 
Open-ended 
questions 
Limited Limited Yes Yes 
Contingency 
questions 
Limited Yes Yes Yes 
Complex questions Limited Limited Yes Yes 
Sensitive questions Some Limited Limited Yes 
     
Sources of bias 
Social desirability No Some Worse No 
Interviewer bias No Some Worse No 
Respondent’s 
reading skill 
Yes No No Some 
Adapted from (Sekaran 2003) 
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3.5.1 Access to the Sample 
 
The unique nature of this population represented a major challenge in designing 
a plan to access the sample. The first stage was to identify the possible sites 
where these persons might congregate; for instance, associations, churches and 
schools were considered, as suggested by Pires and Stanton (2005). However, 
after contacting several organisations, it was noted that recently arrived 
immigrants were not yet members of these associations. Through investigating 
the different immigration categories and the government programs offered to this 
particular population, it was found that migrants in Australia have the opportunity 
to access 510 hours of free English classes through different institutions. Thus, 
these institutions were identified as an effective way to access the sample of 
interest. 
 
The next step was to apply for a special permit from the Department of 
Immigration and Citizenship, to survey this group. After explaining the research 
project to the DIAC and submitting the corresponding documentation, the 
department approved the research on the grounds that agreement be sought 
from each educational institution to participate, and that the survey be conducted 
outside of class time so as not to disrupt students’ schedules. Thus the next 
requirement involved seeking permission from these institutions, informing them 
of DIAC’s approval and sending an outline of the research. The following 
challenge was to convince the students to stay after class to participate 
voluntarily in the study. For this purpose, an invitation was designed and sent to 
the institutions for them to distribute among the students. This invitation 
emphasised the importance of immigrants to Australia and the opportunity 
provided by this research for them to contribute to the available knowledge on 
this population, clarifying also that the study was being conducted by an 
international student who had been through a similar experience. In addition, the 
students were invited to share some refreshments with their classmates. This 
invitation had positive results, as an average of 22 students were present at each 
of the visits to the different sites. The selected institutions that provided access to 
the sample and the respective number of respondents are presented in Table 3.2  
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Table 3.2 Respondents by Institution  
 
INSTITUTION TOTAL 
RESPONDENTS 
RMIT, BRUNSWICK 14 
NMIT, EPPING 36 
NMIT, PRESTON 25 
AMES, DANDENONG 48 
OLYMPIC ADULT EDUCATION, BANYULE 11 
HOLMESGLEN, CHADSTONE 10 
WINGATE AVENUE COMMUNITY CENTRE, ASCOT VALE 9 
TOTAL 153 
 
 
These institutions were selected for the mix of nationalities present in their 
classes and the potential to access a considerable number of students 
simultaneously. A consent form that clarified the voluntary nature of the research 
and a plain language statement providing an overview of the research project 
were distributed with the questionnaire. The next section describes the survey 
instrument employed in the present study. 
 
3.5.2 Survey Instrument 
 
The self-administered questionnaire consists of two parts (See Appendix C). The 
first part gathers demographic information on recent immigrants from different 
countries. For instance, age, gender, nationality, and education of the 
respondents were obtained. The second part consists of scale items that utilise a 
7-point Likert type scale, which is consistent with previous studies relating to the 
external information search area (e.g.Punj & Staelin 1983a). For instance, 
acculturation, human capital, perceived risk, involvement, general search and 
willingness to recommend items were anchored at 1: ‘Totally disagree’ through to 
7: ‘Totally agree’. Items measuring perceived difficulty of selecting a service 
provider were anchored at between 1: ‘Very complex’ and 7: ‘Not complex at all’, 
or 1: ‘Very difficult’ through to 7: ‘Not difficult at all’. The extent of information 
search items was anchored at 1: ‘Not at all’ through to 7: ‘To a great extent’. 
Similarly, the importance of information source items was anchored in the range 
of 1: ‘Extremely unimportant’ to 7: ‘Extremely important’. Satisfaction items were 
anchored at 1: ‘Totally dissatisfied’ through 7: ‘Totally satisfied’; 1: ‘Not pleased at 
all’ to 7: ‘Totally pleased’; and 1: ‘Totally disliked’ to 7: ‘Totally liked’. Likert type 
scales are commonly used in empirical studies pertaining to these types of 
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constructs as they are able to capture the degree of external information search 
undertaken by consumers when searching for goods or services and are 
recommended when using structural equation modelling (Hair et al. 1998; 
Schumacker & Lomax 1996).  
 
These scales are relatively easy to construct and administer, and readily 
understandable by respondents, making them suitable for self-administered and 
mail questionnaires. According to Churchill (1979), the main disadvantage of 
these scales is that they take longer to complete than other scales, as 
respondents have to read and assimilate each statement. The present study 
uses a 7-point scale in order to seek greater reliability (Churchill 1979). This 
technique also provides a wider dispersion of responses, facilitating a greater 
degree of accuracy. Furthermore, utilising an odd number of response options 
provides a midpoint for respondents who are neutral, thus eliminating pressure to 
select an answer.  
 
Given the limited number of empirical studies that measure the influence of 
acculturation, human capital, perceived risk and involvement on the degree of 
external information search, the questionnaire was pre-tested, as previously 
discussed, to ensure that the appropriate meanings were related to the items and 
constructs. The survey was pre-tested with a group of overseas university 
students to revise the language utilised and to validate the time proposed for the 
survey. In all cases the respondents took less than 20 minutes to complete the 
questionnaire, and the suggestions in terms of the language were addressed. 
 
Overseas students represent a valuable population for testing the survey, as they  
may face a process of adaptation to a new culture, may face language difficulties 
and, as suggested by Tank and Tyler (2005),  university students are more likely 
to purchase more financial products than a person who has not pursued further 
studies. This pre-test and discussions with Immigrants’ support centres 
suggested that the first bank service that the recently arrived immigrants may 
require is a savings account. Therefore it was decided not to specify the type of 
service in the survey and the information search process to select a bank was the 
main focus. 
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Following the development of the survey instrument, to be discussed in Chapter 
Four, a mechanism to administer the survey was established. The next section 
will discuss the survey administration. 
 
3.5.3 Survey Administration 
 
The questionnaire was provided to a group of immigrants participating in the 
Adult Migrant English Program (AMEP), a program developed by the Australian 
Government in conjunction with several educational institutions. The surveys 
were conducted at each of the educational institutions at which the immigrants 
took their classes. An invitation was sent to each institution for distribution among 
the students, encouraging them to remain after class to participate in the study 
on a voluntary and anonymous basis. Those students who agreed to participate 
then went to a different venue allocated by the institutions for this purpose. The 
participants received light refreshments after they finished the survey and, as 
mentioned earlier, reply paid envelopes were provided to those respondents that 
could not complete the questionnaire after class but were interested in 
participating in the research. 
 
3.5.4 Sample Size and Response Rate 
 
The sample for the study included recent immigrants, most of whom had been in 
Australia for less than 1 year. They represented diverse nationalities and were all 
at least 18 years of age. First, a sample of AMEP institutions was selected based 
on their mix of nationalities. Then a random sample of classes was selected to 
administer the survey, with students whose level of English was adequate to 
ensure they could understand the survey. 
 
It is relevant to clarify that this group could have the English capabilities at the 
moment of the survey, but not at the moment of selecting the bank, because it 
normally occurs within their first weeks in the country. Furthermore, due to the 
number of nationalities involved and for practical reasons, it was decided to 
conduct the survey in English. In addition the staff from each institution revised 
the questionnaire previously and recommended the students to be surveyed from 
the proper study level. 
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Anderson and Gerbing (1988) recommend that a minimum sample size should 
be 150 to ensure appropriate use of SEM or path modelling and to minimise the 
chance of getting perfect goodness-of-fit indices due to a small sample size. 
However, they also mention that a large sample size, of over 500, can also be 
problematic because it is likely to result in poor goodness-of-fit indices. Past 
studies dealing with immigrant communities, which constitute a difficult-to-access 
population, have samples ranging from 124 to 290 responses (Barry 2001; 
Lopez, Hart & Rampersad 2007; Pires, Stanton & Cheek 2003; Quester, 
Karunaratna & Chong 2001; Ward & Kennedy 1993). Regarding the response 
rate, previous studies related to involvement, satisfaction and perceived risk have 
reported response rates of between 52% and 70% (Olsen 2007; Stone & 
Gronhaug 1993). These samples used university students or school students’ 
parents. This may explain the high response rate, because the respondents 
tended to be located close to the researchers. The response rate tends to be low 
with mail surveys—30% response rates for the general population are common 
(Gursoy 2001). The present study used a self-administered questionnaire, 
anticipating a response rate of 50%. Nearly 300 people were contacted to 
achieve the sample size of 153, presenting a response rate of 51%, which is 
considered an acceptable and representative sample of the population. In 
addition, it is relevant to consider the difficulty of accessing this population, as 
suggested in the literature (Pires & Stanton 2005; Quester, Karunaratna & Chong 
2001). The next section describes the characteristics of the sample obtained for 
the present study. 
 
3.5.5 Profile of the Sample 
 
The characteristics of the respondents are shown in Table 3.3. The majority 
(75%) were females, which is consistent with the class composition observed 
during the data collection. Despite the greater proportion of females, no gender 
bias was uncovered in the analysis. Among the respondents, 6.5% were from the 
Americas, 8.5% from Europe, 10.5% from Africa, 71.2% from Asia and 0.7% from 
Oceania. Within the Asian group it is important to highlight that 13.1% were from 
China and another 13.1% were from India. 
 
This composition is reflective of the data presented by the Australian Bureau of 
Statistics (ABS) that suggest an accelerated growth in the number of Asian 
immigrants under skilled migrant and refugee categories, especially from China 
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and India (ABS 2009c). For instance, two-fifths of all Chinese and Indian 
migrants residing in Australia currently arrived in the five years before the 2006 
Census. It is also important to highlight that the sample includes individuals from 
more than 40 nationalities, representing the immigration pattern of Australia. 
 
Approximately 41% of the respondents are between 25 and 34 years old. This is 
also consistent with ABS (2009b) data that suggest that the majority of 
immigrants are in this age range. Regarding the maximum level of education 
obtained, a sizeable portion of the respondents (29.4%) have a bachelor’s 
degree followed by 26.8% who have completed at least secondary school. This 
indicates this is an educated sample, which is aligned with the Australian 
Government’s policy to encourage the application of skilled migrants in areas 
where there is a shortage. It is also consistent with figures from the ABS (2009c) 
that suggest that from among the Asian immigrants aged between 25 and 64 
years old, 34% of Indians and 24% of Chinese immigrants have a bachelor’s 
degree. Finally, the majority of the respondents (69.3%) had been in Australia for 
less than 1 year at the time the research was conducted, which is consistent with 
the initial intention to survey recently arrived immigrants. Table 3.3 presents the 
findings discussed in the above sample description. 
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Table 3.3 Sample Profile 
 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
To answer the research question and test the hypotheses suggested by the 
theoretical framework, advanced statistical techniques were employed. The 
following section will describe the method adopted. 
 
 
 
 
Characteristic Percentage 
Gender 
  Male 25.0 
  Female 75.0 
Region 
  Americas 6.5 
  Europe 8.5 
  Africa 10.5 
  Asia 71.2 
  Oceania 0.7 
  No answer 2.6 
Age  
  18-24 28.1 
  25-34 41.2 
  35-44 19 
  45-54 8.5 
  55-64 2.6 
  65-74 0.7 
Education level obtained  
  Primary school 3.3 
  Secondary school 26.8 
  Diploma 18.3 
  Certificate 9.8 
  Bachelor 29.4 
  Postgraduate 12.4 
Time in Australia  
  Less than 1 year 69.3 
  Between 1 and 2 years 8.5 
  More than 2 years 22.2 
  49 
3.5.4 Statistical Method Employed 
 
The first step was to clean the data. Missing data was identified in 15.69% of the 
surveys, with no more than two questions missing from any one questionnaire. 
As the missing data were not related to the main constructs of analysis, no 
surveys were discarded. Instead, the mode value was used to replace the 
missing data. According to Batista and Monard (2003), the mode value is one of 
the most widely used methods to replace missing data. Peng and Lei (2004) 
suggest that the mode value method is a proper method of replacing nominal 
values, replacing the missing data for a given attribute by the mode of all known 
values of that attribute in the class to which the missing data belongs. Then the 
unidimensionality of each scale was tested. For this purpose exploratory factor 
analysis was conducted to determine which factors have the highest reliabilities 
and retaining them for further analysis. This technique is used to understand the 
structure of a set of variables (Field 2009). Following this procedure, confirmatory 
factor analysis was employed. This process facilitates the formation of aggregate 
variables to be utilised in the subsequent data analysis, confirming the structure 
underlying a set of variables (Field 2009).  
 
The next step is to test the hypothesis using regression analysis, checking simple 
links, interaction and moderating effects. Regression analysis is a means of 
predicting an outcome or dependent variable from a predictor or independent 
variable in the case of simple regression, or several predictor variables in the 
case of multiple regression (Field 2009). According to Chatterjee and Hadi 
(2006), regression analysis is a set of data analytic techniques that explore the 
interrelationships among a given set of variables.  
 
Structural equation modelling can then be used to analyse how those 
interrelationships work together. For instance, this methodology is recommended 
for psychology and the social sciences (Anderson & Gerbing 1988). It has 
several advantages including the potential to estimate multiple interrelated 
dependence relationships, to represent latent concepts in these relationships and 
to control measurement error (Terblanche & Boshoff 2008). Finally, the t-test is 
used to explain the behaviour among different groups with each construct, 
differentiating between assimilated and separated respondents and between a 
low level of human capital and a high level of human capital. The use of these 
statistical methods is consistent with previous studies in the area of information 
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search, which have used these techniques as a means to resolve the particular 
research questions discussed (Gursoy 2001; Urbany, Dickson & Wilkie 1989). 
  
3.6 Chapter Summary  
This chapter has outlined the methodology used in the present study. A self-
administered questionnaire was determined to be the most suitable method for 
this type of research. The advantages and disadvantages of this approach 
compared with other alternatives were discussed. A pre-test was conducted with 
university overseas students, providing valuable feedback to finetune the final 
questionnaire and determine whether the language and timing were appropriate. 
The survey was described in some detail, including the profile of the sample, the 
response rate and the scale used. Finally, the statistical procedures used to 
empirically test the research hypotheses of the theoretical model were outlined. 
The next chapter will continue with a discussion of the operationalisation of the 
constructs, which will determine the reliability and validity of the instrument. 
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Chapter 4: Operationalisation of Constructs 
 
 
4.1 Introduction 
 
This chapter reports the descriptive statistics and the operationalisation of the 
constructs. The chapter is divided into three sections. The first section presents 
the multi-item scales that were used in the questionnaire to operationalise the 
constructs for the proposed theoretical framework. The second section presents 
the validity and reliability of the scales using exploratory and confirmatory factor 
analysis. The results of the tests of the nine hypotheses illustrated in the 
theoretical model discussed in Chapter Two will be presented in the next chapter.  
 
Summaries of the original scales and the proposed scales for this research are 
presented in Tables 4.1 through 4.8. The next section will discuss the 
assessment of the scales utilised. 
 
4.2 Assessment of Scales Used in the Survey Instrument 
 
The theoretical framework discussed in Chapter Two contains seven constructs, 
operationalised using multi-item measurement scales. The scales have been 
used in previous research, all obtaining Cronbach’s Alpha values of above 0.7. 
Before testing the hypotheses, the measures were assessed to examine their 
reliability, unidimensionality and validity. First, an internal consistency test was 
conducted on all scales and items with loadings of below 0.5 were deleted, 
following Field’s (2009) recommendations to use loadings of above 0.5 for 
samples of between 100 and 200 respondents. After determining the initial 
Cronbach’s Alpha for each factor, an exploratory factor analysis was run to 
ensure that the proposed scales were unidimensional. As suggested by Kahn 
(2006), EFA facilitates the identification of the factors that explain covariance 
among variables. The main steps in an EFA include: first, an assessment of the 
data for suitability, factor extraction, and factor rotation and interpretation (Russell 
2002; Tinsley & Tinsley 1987); and second, confirmatory factor analysis, using 
AMOS 17.0, was utilised to test convergent validity (Churchill 1979). This was 
considered an appropriate form of analysis due to the strong theoretical rationale 
for the measurement items loading into the latent constructs.  
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The results of this process are presented in the following sections. Tables 4.1 to 
4.8 present the constructs to be analysed, the reliabilities obtained in past studies 
and the adapted items used to measure them. 
 
Table 4.1 Measure for Acculturation and Past Reliability of the Scale 
 
Construct  
and original 
source 
Cron 
Bach’s 
Alpha 
past 
studies 
Adapted measure Item 
Assimilation .77   
(Barry 2001)  I write better in English than in my native language. 
B1 
“  When I am at home I normally speak English. B2 
“  
If I were asked to write poetry, I would prefer to write it in 
English. 
B3 
“  
I get along better with Australians than people from my own 
country. 
B4 
“  
I feel that Australians understand me better than people 
from my country do. 
B5 
“  
I find it easier to communicate my feelings to Australians 
than to people from my own country. 
B6 
“  
I feel more comfortable socialising with Australians than I 
do with people from my own country. 
B7 
“  Most of my friends at work/school are Australians. B8 
Separation .76   
(Barry 2001)  Most of the music I listen to is from my own country. B9 
“  My closest friends are from my own country. B10 
“ 
 
I prefer going to social gatherings where most of the people 
are from my own country. 
B11 
“ 
 
I feel that people from my own country treat me as an equal 
more so than Australians do. 
B12 
“ 
 
I would prefer to go out with a person from my own country 
than with an Australian. 
B13 
“ 
 
I feel more relaxed when I am with a person from my own 
country than when I am with an Australian. 
B14 
“ 
 
People from my own country should not date people from 
other countries. 
B15 
Integration .74   
(Barry 2001) 
  
I tell jokes (funny things) both in English and in my native 
language. 
B16 
“  I think as well in English as I do in my native language. B17 
“ 
 
I have both Australian friends and friends from my own 
country. 
B18 
“ 
 
I feel that both people from my own country and Australians 
value me. 
B19 
“ 
 
I feel very comfortable around both people from my own 
country and Australians. 
B20 
Marginalisation .85   
(Barry 2001) 
  
Generally, I find it difficult to socialise with anybody, people 
from my own country or Australians. 
B21 
“ 
 
I sometimes feel that neither Australians nor people from 
my own country like me. 
B22 
“  There are times when I think no one understands me. B23 
“  I sometimes find it hard to communicate with people. B24 
“  I sometimes find it hard to make friends. B25 
“ 
 
Sometimes I feel that people from my own country and 
Australians do not accept me. 
B26 
“ 
 
Sometimes I find it hard to trust both Australians and 
people from my own country. 
B27 
“ 
 
I find that both people from my own country and Australians 
often have difficulties understanding me. 
B28 
“ 
 
I find that I do not feel comfortable when I am with other 
people. 
B29 
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Table 4.2 Measure for Human Capital and Past Reliability of the Scale 
 
*Item reverse coded 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Table 4.3 Measure for Perceived Risk and Past Reliability of the Scale 
 
Construct  
and original 
source 
Cron 
Bach’s 
Alpha 
past 
studies 
Adapted measure Item 
Market 
knowledge 
.88   
(Putrevu & 
Ratchford 1997) 
 I could easily compare an unknown bank in Australia with a 
known bank in my home country to determine whether it is 
good or bad. 
C1 
―  I had a hard time comparing different banks. C2 
―  It was hard for me to compare rates and fees. C3 
    
Perceived 
ability 
.76   
New  I was quite capable of distinguishing a suitable bank for my 
needs. 
C4 
(Putrevu & 
Ratchford 1997) 
 I could tell which bank gave me the best value. C5 
―  I had a hard time judging banks on factors like rates, 
quality and selection of products.* 
C6 
    
Prior 
knowledge 
   
new  When I was selecting a bank I was confident in my ability to 
judge banks. 
C7 
(Urbany, Dickson 
& Kalapurakal 
1996) 
.88 I knew a lot about the banks present in the Australian 
market before arriving in Australia. 
C8 
―  I knew which bank had the best interest rates in the 
Australian market. 
C9 
―  I knew which banks had the lowest monthly fees in the 
Australian market. 
C10 
(Gursoy 2001) .87 Compared to an average person, I am very familiar with 
making banking decisions. 
C11 
―  Compared to my friends, I am very familiar with making 
banking decisions. 
C12 
―  Compared to people who deal a lot with banks, I am very 
familiar with the banking products and services. 
C13 
Construct  
and original 
source 
Cron 
Bach’s 
Alpha 
past 
studies 
Adapted measure Item 
Psychological 
risk 
.81   
(Stone & Gronhaug 
1993) 
 The selection of a particular bank caused me to 
experience unnecessary tension. 
D3 
―  The selection of a particular bank made me feel 
uncomfortable. 
D1 
―  The selection of a particular bank gave me a feeling of 
anxiety. 
D2 
    
Financial risk .76   
(Stone & Gronhaug 
1993) 
 When I selected my bank I was concerned that the 
financial decision I made was not wise. 
D4 
(Laroche et al. 
2004) 
 When I selected my bank I was concerned it could involve 
important financial losses. 
D5 
(Stone & Gronhaug 
1993) 
 When I selected my bank I was concerned that I would 
not get the best interest rate. 
D6 
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Table 4.4 Measure for Involvement and Past Reliability of the Scale 
 
 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Construct and 
original source 
Cron 
Bach’s 
Alpha 
past 
studies 
Adapted measure Item 
Involvement .95   
(Zaichkowsky 
1994) 
 Involving E1 
―  Important E2 
―  Means a lot to me E3 
―  Valuable E4 
―  Relevant E5 
―  Needed E6 
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Table 4.5 Measurement for External Information Search (perceived difficulty, 
general search and extent) and Past Reliability of the Scale 
 
*Item reverse coded 
 
 
 
 
Construct and 
original source 
Cron 
Bach’s 
Alpha 
past 
studies 
Adapted measure Item 
Perceived 
difficulty 
   
New  How complex was the decision to select a particular bank 
in Australia.  
F1 
(Urbany, Dickson & 
Kalapurakal 1996) 
N/A How difficult was to look for information about banks in 
Australia.  
F2 
―  How difficult it was to evaluate the information available 
about banks in Australia.  
F3 
    
General search .81   
(Heaney & 
Goldsmith 1999) 
 When I was looking for a bank, I searched for a lot of 
information. 
F5 
―  When I was looking for a bank, I used many information 
sources (e.g. friends, relatives, referral from another bank, 
etc.). 
F6 
―  When I was looking for a bank, I could not be bothered to 
look for any information.* 
F7 
  
Extent of 
information 
search 
.77   
(Elliott 1991; 
Heaney & 
Goldsmith 1999) 
 Please indicate the extent to which you used Australian 
friends when you searched for your bank in Australia. 
F8 
New item  Please indicate the extent to which you used friends from 
your own country when you searched for your bank in 
Australia. 
F9 
New item   Please indicate the extent to which you used your friends 
from other countries when you searched for your bank in 
Australia. 
F10 
(Elliott 1991; 
Heaney & 
Goldsmith 1999) 
 Please indicate the extent to which you used relatives 
when you searched for your bank in Australia. 
F11 
―  Please indicate the extent to which you used co-workers 
when you searched for your bank in Australia. 
F12 
―  Please indicate the extent to which you used referral from 
other banks when you searched for your bank in Australia. 
F13 
―  Please indicate the extent to which you used consumer 
reports when you searched for your bank in Australia. 
F14 
―  Please indicate the extent to which you called/phone bank 
when you searched for your bank in Australia. 
F15 
New item  Please indicate the extent to which you visited banks when 
you searched for your bank in Australia. 
F16 
(Elliott 1991; 
Heaney & 
Goldsmith 1999) 
 Please indicate the extent to which you used 
advertisements/promotions when you searched for your 
bank in Australia. 
F17 
New item  Please indicate the extent to which you used the internet 
when you searched for your bank in Australia. 
F18 
New item  Please indicate the extent to which you used bank 
brochures when you searched for your bank in Australia.  
F19 
New item  Please indicate the extent to which you used an immigrant 
support centre when you searched for your bank in 
Australia. 
F20 
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Table 4.6 Measurement for External Information Search (importance of information 
source) and Past Reliability of the Scale  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Table 4.7 Measurement for Satisfaction and Past Reliability of the Scale 
 
 
 
 
 
 
 
 
Construct and 
original source 
Cron 
Bach’s 
Alpha 
past 
studies 
Adapted measure Item 
Importance of 
information 
source 
N/A   
(Elliott 1991; 
Heaney & 
Goldsmith 1999) 
 Please rate the importance of Australian friends in your final 
decision to select a bank in Australia. 
F21 
New item  Please rate the importance of friends from your own 
country in your final decision to select a bank in Australia. 
F22 
New item   Please rate the importance of friends from other countries 
in your final decision to select a bank in Australia. 
F23 
(Elliott 1991; 
Heaney & 
Goldsmith 1999) 
 Please rate the importance of relatives in your final decision 
to select a bank in Australia. 
F24 
―  Please rate the importance of co-workers in your final 
decision to select a bank in Australia. 
F25 
―  Please rate the importance of referral from other banks in 
your final decision to select a bank in Australia. 
F26 
―  Please rate the importance of consumer reports in your 
final decision to select a bank in Australia. 
F27 
―  Please rate the importance of calling/phoning a bank in 
your final decision to select a bank in Australia. 
F28 
New item  Please rate the importance of visiting banks in your final 
decision to select a bank in Australia. 
F29 
(Elliott 1991; 
Heaney & 
Goldsmith 1999) 
 Please rate the importance of advertisements/promotions in 
your final decision to select a bank in Australia. 
F30 
New item  Please rate the importance of the internet in your final 
decision to select a bank in Australia. 
F31 
New item  Please indicate the extent to which you used bank 
brochures when you searched for your bank in Australia. 
F32 
New item  Please rate the importance of immigrant support centres in 
your final decision to select a bank in Australia. 
F33 
Construct and 
original source 
Cron 
Bach’s 
Alpha 
past 
studies 
Adapted measure Item 
Satisfaction .86   
(Olsen 2007)  How satisfied you were with the final decision you made. F34 
―  How pleased you were with the final decision you made. F35 
―  How much you liked your actual bank. F36 
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Table 4.8 Measurement for Willingness to Recommend and Past Reliability 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
4.3 Reliability and Validity  
Reliability deals with how consistently similar measures will produce similar 
results (Neuman 2003). Reliability has two dimensions: repeatability and internal 
consistency (Neuman 2003). The dimension of internal consistency refers to the 
ability of a scale item to correlate with other items of the same scale that are 
intended to measure the same construct. The adequacy of the individual items 
and aggregates are assessed by measures of reliability and validity. The 
reliability of the measurement is assessed by Cronbach’s Alpha reliability and 
composite reliability. A Cronbach’s Alpha and composite reliability score of 0.7 or 
higher indicates that the measurement scale is reliable (Field 2009).  
 
According to Neuman (2003), there are several types of validity to be considered: 
face or content validity, the agreement among experts that the scale is measuring 
what it is expected to measure; criterion validity, the degree of correspondence 
between a measure and a criterion variable, usually measured by their 
correlation; and construct validity, the ability of a measure to confirm a network of 
related hypotheses generated from theory based on constructs. The face validity 
of the measurement instrument was assessed by asking several colleagues and 
academics to examine it and provide feedback for revision. The survey was then 
pre-tested using international students from different disciplines, whose first 
language was not English, to solicit feedback on the readability of the questions, 
estimated time to complete the survey and ease of understanding. International 
students comprise a suitable sample for the pre-test because they all need to 
open a bank account to manage their funds for living expenses and university 
Construct and 
original source 
Cron 
Bach’s 
Alpha 
past 
studies 
Adapted measure Item 
Willingness to 
recommend 
 
.78 
  
(Beerli, Martín & 
Quintana 2004) 
 I would like to stay with this bank while I live in Australia. F39 
(Beerli, Martín & 
Quintana 2004) 
 I would recommend this bank to others. F40 
New item  I would say good things about this bank to others. F41 
New item  I would be willing to give feedback to this bank so that it 
can improve its service quality. 
F42 
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fees, and because of their limited knowledge of banking service providers. In 
addition, according to ABS (2009c), 42,300 overseas students completed their 
higher education course in Australia in 2004, and 34% of them were approved for 
permanent residence onshore under selected skilled categories. Thus, 
international students and immigrants may have similar behaviours regarding 
their information search for banks. 
 
4.4 Scale Unidimensionality: Exploratory Factor Analysis  
 
After determining the initial Cronbach’s Alpha for each factor, it was decided to 
run an EFA. As suggested by Kahn (2006), EFA facilitates the identification of the 
factors that explain the covariance among variables. It is important to consider 
the sample size at this stage. Nunnally (1978)  recommends 10 cases for each 
item to be analysed, while others suggest that 5 cases are sufficient 
(Baumgartner & Homburg 1996). Therefore, the sample size of 153 is 
acceptable. The most common method of factor analysis is principal components 
analysis, which is used for this study. To support the decision of how many 
factors to retain, two criteria were utilised. The first is Kaiser’s criterion or the 
eigenvalue rule, where only factors with an eigenvalue of 1.0 are retained for 
further analysis (Kahn 2006). The second technique was the scree test (Cattell 
1966), where the eigenvalues are plotted on a graph to identify the point at which 
the shape of the curve changes direction and becomes horizontal. This is the 
point and number of factors beyond which the unique variance dominates the 
common variance structure. Therefore, these factors contribute the most to the 
explanation of the variance in the data set (Hair et al. 1998).  
 
Varimax rotation was used to complement the EFA. This orthogonal technique is 
widely used because it simplifies the factor matrix and facilitates interpretation 
(Churchill 1979; Hair et al. 1998). This technique minimises the number of 
variables that have high loadings on each factor (Hair et al. 1998). Given that the 
underlying constructs were considered to be independent, this technique was 
preferred over oblique rotations, as recommended by Basilevsky (1994) 
According to Kahn (2006), orthogonal rotations should be employed when 
uncorrelated factors could be theoretically supported. In addition, this rotation can 
provide solutions which are clearer to interpret and report.  
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The following sections will present the results obtained from the EFA conducted 
for each of the constructs proposed in the theoretical framework. The process 
follows the steps suggested in Section 4.2 and uses principal component 
analysis as the extraction method with varimax rotation and Kaiser’s 
normalisation. 
 
4.4.1 Acculturation Construct 
 
Acculturation was included as an antecedent of degree of external information 
search in the theoretical model proposed in Chapter Two. Barry (2001) suggests 
that acculturation should be explored in terms of assimilation, separation, 
integration and marginalisation. This approach is used in the EFA analysis of the 
acculturation construct, the results of which are shown in Tables 4.9 to 4.12. 
 
 
Table 4.9   Factor Analysis and Reliability for Assimilation 
Item Initial 
Cronbach
’s Alpha 
Factor 1: 
Social 
Assimi- 
lation 
Factor 2: 
Language 
Assimila- 
tion  
Factor 
3 
Decision 
Assimilation 0.630    EFA 
B6 I find it easier to 
communicate my feelings to 
Australians than to people 
from my own country. 
 
 
 
.800   
 
 
Retain 
B5 I feel that Australians 
understand me better than 
people from my country do. 
 
.791  .107 
 
Retain 
B4 I get along better with 
Australians than people from 
my own country. 
 
.752  .186 
 
Retain 
B7 I feel more comfortable 
socialising with Australians 
than I do with people from 
my own country. 
 
.730  -.214 
 
Retain 
B3 If I were asked to write 
poetry, I would prefer to 
write it in English. 
 
 .789 .343 
 
Retain 
B1 I write better in English 
than in my native language. 
 
.213 .755 -.120 Retain 
B8 Most of my friends at 
work/school are Australians. 
 
.303 -.331 .120 Delete 
B2 When I am at home I 
normally speak English. 
 
  .939 Delete 
 Cronbach
’s Alpha 
.783 .484 N/A  
KMO and Bartlett's test 
KMO=-.707 
Bartlett's test=212.848 
Sig .000 
Total variance 
explained=61.792% 
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Table 4.9 presents the results of the EFA of the assimilation dimension of the 
acculturation construct. It revealed a good KMO score of .707. The result of 
Bartlett’s test of sphericity for the presence of correlations among the variables 
should be significant (p<.05), and in this case it obtained a favourable result of 
.000. The results of the EFA indicate three factors that explain 61.79% of the 
variance: language assimilation (items B1 and B3), social assimilation (items B4 
to B7), while the third factor represents a single item (B2), therefore it was 
decided to remove it from the analysis. 
 
In addition, the loading for the item B8 was below the .40 level so was also 
removed from the analysis, as per the recommendations of Kahn (2006). Two 
items were retained to measure language assimilation, while a total of four items 
were used to measure social assimilation. However, after calculating the final 
reliability for each factor, social assimilation presented a high loading (.783), 
while the language assimilation factor presented a low reliability (.484). 
Therefore, it was decided to remove the language assimilation factor from further 
analysis. 
 
 
Table 4.10    Factor Analysis and Reliability for Separation 
 
Item Initial 
Cronbach’s 
Alpha 
Factor 1: 
Social 
separation 
Factor 2: 
Emotional 
separation 
Decision 
Separation .668   EFA 
B13 I would prefer to go out with a 
person from my own country than 
with an Australian.  .767 .113 
 
 
Retain 
B14 I feel more relaxed when I am 
with a person from my own country 
than when I am with an Australian.  .750 .141 
 
Retain 
B12 I feel that people from my own 
country treat me as an equal more 
so than Australians do.  .710  
 
 
Retain 
B11 I prefer going to social 
gatherings where most of the 
people are from my own country.  .626 .264 
 
 
Retain 
B9 Most of the music I listen to is 
from my own country.   .776 
 
Retain 
B10 My closest friends are from 
my own country.  .215 .774 
 
Retain 
KMO and Bartlett's test 
KMO=-.715 
Bartlett's test=179.121 
Sig .000 
Total variance explained=53.023% 
Cronbach’s 
Alpha 
.734 .469 
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Table 4.10 indicates the results of the EFA of the separation dimension of the 
acculturation construct. A good KMO score of .715 was obtained. The result of 
Bartlett’s test of sphericity for the presence of correlations among the variables 
should be significant (p<.05), and in this instance it achieved a favourable score 
of .000. The results of the EFA show two factors, explaining 53.02% of the 
variance: emotional separation (items B9 and B10), and social separation (items 
B11 to B14). Two items were retained to measure emotional separation, while a 
total of five items were used to measure social separation.  
Analysing the final reliability for each factor, social separation showed an 
acceptable loading (.734), but emotional separation presented a low reliability 
(.469). Therefore, the latter factor will not be considered for further analysis. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Table 4.11    Factor Analysis and Reliability for Integration 
 
Table 4.11 indicates the results of the EFA of the integration dimension of the 
acculturation construct. It suggests a good KMO score of .657. The result of 
Bartlett’s test of sphericity for the presence of correlations among the variables 
should be significant (p<.05), and in this case represents a favourable score of 
.000. The results of the EFA show that one factor, integration, explains 39.20% of 
the variance. All the items presented loadings of above .50. Therefore, all five 
 
Item 
Initial 
Cronbach’s 
Alpha 
Factor 1: 
Integration 
Decision 
Integration 
 
.599  EFA 
B20 I feel very comfortable around 
both people from my own country 
and Australians.  .680 Retain 
B16 I tell jokes (funny things) both in 
English and in my native language.  .666 Retain 
B19 I feel that both people from my 
own country and Australians value 
me.  .657 Retain 
B18 I have both Australian friends 
and friends from my own country.  .611 Retain 
B17 I think as well in English as I do 
in my native language.  .500 Retain 
 
 
 
KMO and Bartlett's test 
KMO=-.657 
Bartlett's test=78.148 
Sig .000 
Total variance explained=39.197% 
 
Cronbach’s 
Alpha 
.599  
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(B16 to B20) were used to measure the integration factor. Even though the final 
reliability is low (0.60) it was decided to retain this factor due to its importance as 
suggested in acculturation theory (Barry 2001; Berry 2001; Lerman, Maldonado & 
Luna 2008). For instance, Berry (2001) suggests that integration is perceived 
when there is an interest in both maintaining one’s original culture and engaging 
in daily interactions with other groups. However, at the same time, immigrants, 
pertaining to a particular ethnic group, seek to participate as active members of a 
larger society. Furthermore, Barry (2001) found a high reliability (.74) in his 
integration scale for East Asian immigrants. In the same direction, Lerman, 
Maldonado and Luna (2008) suggest that in a consumer context an integrated 
individual may adopt host country products, but use them in ways that might help 
to maintain ties with their home culture. These researchers support the 
acculturation measure developed by Berry (2001), which includes integration as 
a fundamental scale for this measurement instrument, considering it the only 
theory-based scale to measure acculturation. 
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Table 4.12    Factor Analysis and Reliability for Marginalisation 
 
 
 
 
Table 4.12 indicates the results of the EFA of the marginalisation dimension of 
the acculturation construct. It achieved an acceptable KMO score of .796. The 
result of Bartlett’s test of sphericity for the presence of correlations among the 
variables should be significant (p<.05), and here a favourable value of .000 was 
obtained. The results of the EFA show that two factors explain 49.68% of the 
variance: emotional marginalisation (items B25 to B29) and social marginalisation 
(items B21 to B24). A total of five items were used to measure emotional 
marginalisation, while four items were retained to measure social marginalisation. 
The final Cronbach’s Alpha is considered good for emotional and social 
Item Initial 
Cronbach
’s Alpha 
Factor 1: 
Emotional 
marginalisation 
Factor 2: 
Social 
marginalisation 
Decision 
Marginalisation  0.785   EFA 
B27 Sometimes I find it hard 
to trust both Australians and 
people from my own country. 
 
.746  
 
 
Retain 
 
B26 Sometimes I feel that 
people from my own country 
and Australians do not accept 
me. 
 
.727 .193 Retain 
B28 I find that both people 
from my own country and 
Australians often have 
difficulties understanding me. 
 
.657 .291 Retain 
B25 I sometimes find it hard 
to make friends. 
 
.601 .400 
 
Retain 
B29 I find that I do not feel 
comfortable when I am with 
other people. 
 
.483 .405 
 
Retain 
B24 I sometimes find it hard 
to communicate with people. 
 
.221 .697 
 
 
Retain 
B22 I sometimes feel that 
neither Australians nor people 
from my own country like me. 
 
 .684 
 
 
Retain 
B23 There are times when I 
think no one understands me. 
 
.250 .682 
 
 
Retain 
B21 Generally, I find it difficult 
to socialise with anybody, 
people from my own country 
or Australians. 
 
.168 .592 
 
Retain 
 Cronbach
’s Alpha 
.727 .648 
 
KMO=-.796 
Bartlett's test=308.097 
Sig .000 
Total variance 
explained=49.676% 
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marginalisation (.73 and .65 respectively). Therefore, both factors will be retained 
for further analysis. 
 
4.4.2 Human Capital Construct  
 
 
As discussed in Chapter Two, a multidimensional approach was used to measure 
the human capital construct. The present study adopts the factors developed by 
Putrevu and Ratchford (1997) to explore human capital as market knowledge and 
perceived ability. In addition, it incorporates the measurement of prior product 
knowledge, as proposed by Gursoy (2001). Table 4.13 presents the results of the 
EFA and the reliability of the human capital construct. 
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Table 4.13   Factor Analysis and Reliability for Human Capital 
 
 
 
Table 4.13 presents the results of the EFA of the human capital construct. It 
revealed a good KMO score of .726. The result of Bartlett’s test of sphericity for 
the presence of correlations among the variables should be significant (p<.05), 
and in this case it achieved a favourable score of .000. The results of the EFA 
show that four factors explain 69.57% of the variance: prior knowledge (items 
Item Initial 
Cron 
Bach’
s 
Alpha 
Factor 
1: 
Prior 
know 
ledge 
Factor 
2: 
Market 
know 
ledge 
Factor 
3: 
Percei
ved 
ability 
Factor 
4: 
Ser 
vice 
know 
ledge 
Deci 
sion 
Human Capital .748     EFA 
C12 Compared to my friends, I am 
very familiar with making banking 
decisions.  .901 .124 .226  
 
 
Retain 
C11 Compared to an average person, 
I am very familiar with making banking 
decisions.  .891 .176 .107  
 
 
Retain 
C13 Compared to people who deal a 
lot with banks, I am very familiar with 
the banking products and services.  .852 .238 .133  
 
 
Retain 
C9 I knew which bank had the best 
interest rates in the Australian market.  .138 .892 .162  
 
Retain 
C10 I knew which banks had the 
lowest monthly fees in the Australian 
market.  .183 .829 .243  
 
 
Retain 
C8 I knew a lot about the banks 
present in the Australian market 
before arriving in Australia.  .171 .730   
 
 
Retain 
C7 When I was selecting a bank I was 
confident in my ability to judge banks.   .161 .795  
 
Retain 
C4 I was quite capable of 
distinguishing a suitable bank for my 
needs.  .189  .760 -.177 
 
 
Retain 
C5 I could tell which bank gave me 
the best value.  .186 .300 .693  
 
Retain 
C1 I could easily compare an 
unknown bank in Australia with a 
known bank in my home country to 
determine whether it is good or bad.  .130  .557 .241 
 
 
 
Retain 
C3 It was hard for me to compare 
rates and fees.   -.120  .845 
 
Retain 
C2 I had a hard time comparing 
different banks.     .834 
 
Retain 
C6 I had a hard time judging banks on 
factors like rates, quality and selection 
of products.  -.141   .756 
 
 
Retain 
 Cron 
Bach’
s 
Alpha 
.904 .806 .696 .759  
KMO=-.726 
Bartlett's test=855.163 
Sig .000 
Total variance explained=69.57% 
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C11 to C13), market knowledge (items C8 to C10), perceived ability (C1, C4, C5 
and C7) and service knowledge (C2, C3 and C6). Three items were used to 
measure prior knowledge, another three items to measure market knowledge, 
while four items were retained to measure perceived ability, and three items to 
describe the service knowledge factor. The final reliabilities for prior knowledge 
(.90), market knowledge (.81), perceived ability (.7) and service knowledge (.8) 
are considered acceptable. Therefore, all factors will be retained for further 
analysis. 
 
4.4.3 Perceived Risk Construct 
 
Perceived risk was considered an antecedent of degree of external information 
search in the theoretical framework presented in Chapter Two. The present study 
will adopt the approach suggested by Laroche et al. (2004) and will analyse the 
perceived risk construct in terms of psychological and financial risk. Tables 4.14 
and 4.15 present the results of the EFA and the reliability of the perceived risk 
construct. 
 
Table 4.14    Factor Analysis and Reliability for Psychological Risk 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Table 4.14 presents the results of the EFA of the psychological risk dimension of 
the perceived risk construct. It suggests a good KMO score of .710. The result of 
Bartlett’s test of sphericity for the presence of correlations among the variables 
should be significant (p<.05), and as the table reveals in this case represents a 
favourable score of .000. The results of the EFA show that one factor, 
tem Initial 
Cronbach’s Alpha 
Factor 1: 
Psychological 
risk 
Decision 
Psychological Risk .824  EFA 
D3 The selection of a particular 
bank caused me to experience 
unnecessary tension.  .879 
 
 
Retain 
D1 The selection of a particular 
bank made me feel uncomfortable. 
 .871 
 
Retain 
D2 The selection of a particular 
bank gave me a feeling of anxiety.  .829 
 
Retain 
 Cronbach’s Alpha .824  
KMO=-.710 
Bartlett's test=166.722 
Sig. 000 
Total variance explained=73.956% 
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psychological risk, explained 73.96% of the variance. All the items presented 
loadings of above .800. Therefore, all three items were used to measure the 
psychological risk factor. The final Cronbach’s Alpha for psychological risk is high 
(.82). Therefore, this factor will be kept for the analysis. 
 
Table 4.15    Factor Analysis and Reliability for Financial Risk 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Table 4.15 shows the results of the EFA of the financial risk dimension of the 
perceived risk construct. A good KMO score of .696 was obtained. The result of 
Bartlett’s test of sphericity for the presence of correlations among the variables 
should be significant (p<.05), and in this case it revealed a favourable score of 
.000. The results of the EFA show that one factor, financial risk, explained 
68.69% of the variance. All the items presented loadings of above .800. 
Therefore, all three items were used to measure the financial risk factor. The final 
Cronbach’s Alpha for financial risk is acceptable (.78); therefore, this factor will be 
retained for further analysis. 
4.4.4 Involvement Construct 
 
Involvement was considered to be a multidimensional factor, composed of 
involvement, important, means a lot to me, valuable, relevant, needed. This 
approach adapted the cognitive factors from the measurement instrument for 
involvement developed by Zaichkowsky (1985). Table 4.16 presents the results 
of the EFA and the reliability of the involvement construct. 
 
Item Initial 
Cronbach’s Alpha 
Factor 1: 
Financial risk 
Decision 
Financial Risk .771   
D4 When I selected my bank I 
was concerned that the financial 
decision I made was not wise.  .843 
 
 
Retain 
D6 When I selected my bank I 
was concerned that I would not 
get the best interest rate.  .836 
 
 
Retain 
D5 When I selected my bank I 
was concerned it could involve 
important financial losses.  .806 
 
 
Retain 
 Cronbach’s Alpha .771  
KMO=.696 
Bartlett's test=119.641 
Sig. 000 
Total variance 
explained=68.694% 
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Table 4.16    Factor Analysis and Reliability for Involvement 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Table 4.16 shows the results of the EFA of the involvement construct. It showed 
an excellent KMO score of .863. The result of Bartlett’s test of sphericity for the 
presence of correlations among the variables should be significant (p<.05), and in 
this case a favourable score of .000 was obtained. The results of the EFA show 
that one factor, involvement, explained 64.1% of the variance. All the items 
presented loadings of above .6. Therefore, all six items were used to measure 
the involvement factor. Finally, the Cronbach’s Alpha for this factor is .88, 
representing a high reliability. Thus, involvement will be considered for further 
analysis. 
 
4.4.5 Degree of External Information Search Construct 
 
Degree of external information search was considered to be the main dependent 
variable in the theoretical framework developed in Chapter Two. The present 
study suggests perceived difficulty, general search, extent of information source 
and importance of the information source as the factors to measure the degree of 
external information search. This approach is derived from past studies that 
these dimensions as valid measures of the degree of external information search 
(Putrevu & Ratchford 1997; Urbany, Dickson & Kalapurakal 1996). Tables 4.17 to 
4.20 present the results of the EFA and the reliability of each factor within the 
degree of external information search construct.  
 
 
 
Item Initial 
Cronbach’s Alpha 
Factor 1: 
Involvement 
Decision 
Involvement .884   
    
To me selecting a bank is: 
   
E3 Means a lot to me  .886 Retain 
E4 Valuable  .856 Retain 
E5 Relevant  .848 Retain 
E2 Important  .781 Retain 
E6 Needed  .754 Retain 
E1 Involving  .655 Retain 
 Cronbach’s Alpha .884  
KMO=.863 
Bartlett's test=493.715 
Sig. 000 
Total variance explained=64.063% 
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Table 4.17    Factor Analysis and Reliability for Perceived Difficulty 
 
 
Table 4.17 presents the results of the EFA of the perceived difficulty dimension of 
the degree of external information search construct. A KMO score of .593 was 
achieved. The results of Bartlett’s test of sphericity for the presence of 
correlations among the variables should be significant (p<.05), and as the table 
shows it obtained a favourable score of .000 in this case. The results of the EFA 
show that one factor, perceived difficulty, explained 51.96% of the variance. All 
the items presented loadings of above .6. Therefore, all three items were used to 
measure the perceived difficulty factor. However, the final Cronbach’s Alpha is 
very low (.357). If we remove F2, the item with the lowest loading, it will improve 
to .55, which would still be considered low; but we will retain it for exploratory 
analysis.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Item Initial 
Cronbach’s Alpha 
Factor 1: 
Perceived 
difficulty 
Decision 
Perceived difficulty .357  EFA 
F3 How difficult was it to 
evaluate the information 
available about banks in 
Australia?  .770 
 
 
Retain 
F1 How complex was the 
decision to select a 
particular bank in Australia?  .766 Retain 
F2 How difficult was it to 
look for information about 
banks in Australia?  .615 Retain 
 Cronbach’s Alpha .357  
KMO=.593 
Bartlett's test=34.685 
Sig. 000 
Total variance 
explained=51.959% 
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Table 4.18   Factor Analysis and Reliability for General Search 
  
 
 
Table 4.18 indicates the results of the EFA of the general search dimension of 
the degree of external search construct. It reveals a KMO score of .524. The 
results of Bartlett’s test of sphericity for the presence of correlations among the 
variables should be significant (p<.05) and in this case a score of .000 was 
obtained. The results of the EFA show that one factor, general search, explained 
54.40% of the variance. One item (F7) was loading at .453 and was deleted, 
improving the Cronbach’s Alpha to .703. Therefore, two items were used to 
measure the general search factor, which will be retained for further analysis. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Item Initial 
Cronbach’s 
Alpha 
Factor 1: 
General 
search 
Decision 
General Search .560   
F6 When I was looking for a bank, I used 
many information sources (e.g. friends, 
relatives, referral from another bank, 
etc.).  .866 Retain 
F5 When I was looking for a bank, I 
searched for a lot of information.  .822 Retain 
F7 When I was looking for a bank, I could 
not be bothered to look for any 
information.  .453 Delete 
 Cronbach’s 
Alpha 
.703 
 
KMO=.524 
Bartlett's test=59.988 
Sig. 000 
Total variance explained=54.401% 
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Table 4.19    Factor Analysis and Reliability of Extent of Information Search 
 
Item Initial 
Cronbach’s 
Alpha 
Factor 1: 
Media 
sources 
Factor 2: 
Personal 
sources 
Factor 
3 
Decision 
Extent of info sources .845    EFA 
F17 Please indicate the extent to 
which you used 
advertisements/promotions when 
you searched for your bank in 
Australia.  .829 .170  
 
 
 
Retain 
F19 Please indicate the extent to 
which you used bank brochures 
when you searched for your bank in 
Australia.   .823 .158  
 
Retain 
F18 Please indicate the extent to 
which you used the internet when 
you searched for your bank in 
Australia.  .730  -.145 
 
 
Retain 
F16 Please indicate the extent to 
which you visited banks when you 
searched for your bank in Australia. 
 .709 .167 .206 
 
 
 
Retain 
F15 Please indicate the extent to 
which you called/phoned banks 
when you searched for your bank in 
Australia.  .676 .228 .171 
 
Retain 
 
F14 Please indicate the extent to 
which you used consumer reports 
when you searched for your bank in 
Australia.  .610 .408 .144 
 
 
Retain 
F10 Please indicate the extent to 
which you used your friends from 
other countries when you searched 
for your bank in Australia.   
 
.779 
 
 
-.157 
 
 
 
Retain 
F12 Please indicate the extent to 
which you used co-workers when 
you searched for your bank in 
Australia.  .254 .702 .117 
 
 
Retain 
F8 Please indicate the extent to 
which you used Australian friends 
when you searched for your bank in 
Australia.  .213 .593  
 
 
Retain 
F13 Please indicate the extent to 
which you used referral from other 
banks when you searched for your 
bank in Australia.  .465 .561 .309 
 
Retain 
F20 Please indicate the extent to 
which you used an immigrant 
support centre when you searched 
for your bank in Australia.   .400 .528 -.147 
 
Retain 
F9 Please indicate the extent to 
which you used friends from your 
own country when you searched for 
your bank in Australia.   .482 .305 
 
 
Retain 
F11 Please indicate the extent to 
which you used relatives when you 
searched for your bank in Australia.    .894 
 
 
Delete 
 Cronbach’s 
Alpha 
.857 .732   
KMO and Bartlett's test 
KMO=-.866 
Bartlett's test=682.110 
Sig. 000 
Total variance explained=57.512% 
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Table 4.19 presents the results of the EFA for the extent of information search 
dimension of the external search construct. It shows a very good KMO score of 
.866. The results of Bartlett’s test of sphericity for the presence of correlations 
among the variables should be significant (p<.05), and in this case a favourable 
score of .000 was obtained. The results of the EFA show that three factors 
explained 57.51% of the variance. The first was media sources (items F14 to 
F19) and the second was personal sources (items F8, F9, F10, F12, F13 and 
F20). The third factor was not considered because it has a single item (F11), and 
therefore its reliability cannot be measured. However, it will be retained for t-test 
analysis. A total of six items were used to measure media sources and another 
six items were used to measure the personal sources factor. The final reliability 
for both media sources and personal sources was high, at .86 and .73 
respectively. Therefore, both factors will be considered for further analysis. 
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Table 4.20   Factor Analysis and Reliability for Importance of Information Source 
 
 
 
 
Table 4.20 presents the results of the EFA of the importance of information 
source of the external search construct. A good KMO score of .893 was obtained. 
The results of Bartlett’s test of sphericity for the presence of correlations among 
the variables should be significant (p<.05), and in this case a favourable score of 
Item Initial 
Cronbach’s 
Alpha 
Factor 1: 
Media 
sources 
Factor 2: 
Personal 
sources 
Decision 
Importance of info source .884    
F30 Please rate the importance of 
advertisements/promotions in your 
final decision to select a bank in 
Australia.  .851 .124 
 
Retain 
F28 Please rate the importance of 
calling/phoning banks in your final 
decision to select a bank in Australia.  .763 .199 
 
Retain 
F29 Please rate the importance of 
visiting banks in your final decision to 
select a bank in Australia.  .756  
 
Retain 
F32 Please rate the importance of 
referral from other banks in your final 
decision to select a bank in Australia.  .753 .131 
 
Retain 
F27 Please rate the importance of 
consumer reports in your final decision 
to select a bank in Australia.  .716 .298 
 
Retain 
F26 Please rate the importance of 
referral from other banks in your final 
decision to select a bank in Australia.  .702 .414 
 
Retain 
F31 Please rate the importance of the 
internet in your final decision to select 
a bank in Australia.  .691  
 
Retain 
F33 Please rate the importance of 
immigrant support centres in your final 
decision to select a bank in Australia.   .605 .151 
 
Retain 
F23 Please rate the importance of 
friends from other countries in your 
final decision to select a bank in 
Australia.  .305 .707 
 
Retain 
F22 Please rate the importance of 
friends from your own country in your 
final decision to select a bank in 
Australia.   
 
.653 
 
 
Retain 
F24 Please rate the importance of 
relatives in your final decision to select 
a bank in Australia.   .635 
 
Retain 
F25 Please rate the importance of co-
workers in your final decision to select 
a bank in Australia.  .505 .534 
 
Retain 
F21 Please rate the importance of 
Australian friends in your final decision 
to select a bank in Australia.  .457 .533 
 
Retain 
 Cronbach’s 
Alpha 
.891 .698  
KMO and Bartlett's test 
KMO=-.893 
Bartlett's test=861.754 
Sig. 000 
Total variance explained=54.716% 
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.000 was achieved. The results of the EFA show that two factors explained 
54.72% of the variance. The first was media sources (items F26 to F33) and the 
second was personal sources (F21 to F25). A total of eight items were used to 
measure the media sources of information, while a total of five items represent 
the personal sources factor. The final Cronbach’s Alpha for media sources is 
considered high (.89) and the reliability for personal sources is also acceptable at 
.7. Thus, both factors will be included in the analysis. 
 
4.4.6 Satisfaction Construct 
 
Satisfaction with the decision made was considered an outcome of the degree of 
external information search in the theoretical framework developed in Chapter 
Two. The present study proposes an approach similar to the one developed by 
Olsen (2007), who suggested three items (dissatisfied–satisfied, displeased–
pleased, and liked–disliked) to measure the satisfaction construct. Table 4.21 
presents the results of the EFA and the reliability of the satisfaction construct. 
 
Table 4.21    Factor Analysis and Reliability for Satisfaction 
 
 
 
Table 4.21 indicates the results of the EFA of the satisfaction construct. It shows 
a KMO score of .529. The results of Bartlett’s test of sphericity for the presence of 
correlations among the variables should be significant (p<.05), and in this 
instance revealed a score of .000. The results of the EFA show that one factor, 
general search, explained 53.27% of the variance. One item (F34) was loading 
Item Initial 
Cronbach’s 
Alpha 
Factor 1: 
Satisfaction 
Decision 
Satisfaction .287   
F35 How pleased you were 
with the final decision you 
made. 
 
.854 Retain 
F36 How much you liked your 
bank. 
 
.845 Retain 
F34 How satisfied you were 
with the final decision you 
made. 
 
.393 Delete 
 Cronbach’s 
Alpha 
.696  
KMO=.529 
Bartlett's test=54.356 
Sig. 000 
Total variance 
explained=53.273% 
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below .4; therefore it was deleted, improving Cronbach’s Alpha to .7. Therefore, 
two items (F35 and F36) were retained to measure the satisfaction construct, 
which will be utilised for further analysis.  
 
4.4.7 Willingness to Recommend Construct 
 
Willingness to recommend was suggested in the theoretical framework discussed 
in Chapter Two as an outcome of the satisfaction with the decision made. This 
research adopts the items developed by Beerli, Martín and Quintana (2004) to 
measure the willingness to recommend a service provider. Therefore, saying 
goods things, willingness to give feedback, recommendation to others and 
willingness to stay with the same service provider are considered to measure the 
willingness to recommend construct. Table 4.22 shows the results of the EFA 
and the reliability of the willingness to recommend construct. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Table 4.22 Factor Analysis and Reliability for Willingness to Recommend 
 
 
Table 4.22 indicates the results of the EFA of the willingness to recommend 
construct. It shows a KMO score of .721. The results of Bartlett’s test of sphericity 
for the presence of correlations among the variables should be significant 
(p<.05), and in this case a favourable score of .000 was obtained. The results of 
the EFA show that one factor, willingness to recommend, explained 59.79% of 
the variance. All the items presented loadings of above .7. Therefore, all four 
items were used to measure this factor. The final reliability for willingness to 
Item Initial 
Cronbach’s Alpha 
Factor 1: 
Willingness to 
recommend 
Decision 
Willingness to recommend .772   
F41 I would say good things 
about this bank to others. 
 
.838 Retain 
F42 I would be willing to give 
feedback to this bank so that it 
can improve its service quality. 
 
.786 
 
 
Retain 
F40 I would recommend this 
bank to others. 
 
.763 
 
Retain 
F39 I would like to stay with 
this bank while I live in 
Australia. 
 
.700 
 
Retain 
 Cronbach’s Alpha .772 Retain 
KMO=.721 
Bartlett's test=158.625 
Total variance 
explained=59.793% 
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recommend is .77, which is considered acceptable. Thus, this factor will be 
retained for future analysis. 
 
4.5 Validity 
 
It is relevant to determine the accuracy of the measurement scales to examine 
the extent to which the proposed constructs have been captured, that is, to 
assess the validity of the instrument (Field 2009). Measures of validity address 
whether each variable is the cause of item covariation (Nunnally 1978). There are 
three types of validity: content, construct and criterion validity (Hair et al. 2006).  
 
4.5.1 Content Validity 
 
An instrument will have content or face validity if the individual items represent 
the construct measured and cover the domain of the construct (Field 2009). The 
items used to measure the constructs in this research were deemed to have 
validity based on the results of previous studies that used similar items, as well 
as from the information obtained from the pre-test process. As discussed in the 
previous section a group of international postgraduate students and academics 
were asked to critically evaluate the instrument before it was employed. 
Modifications to the instrument were made accordingly and the scales were 
therefore seen to reflect the constructs as defined. 
 
4.5.2 Construct Validity 
 
Construct validity is concerned with what the instrument is measuring (Churchill 
1979). It is assessed in terms of convergent, discriminant and nomological 
validity (Hair et al. 2006). 
 
Convergent validity assesses the degree to which two measures of the same 
concept are correlated (Hair et al. 2006). To test for this, it was necessary to 
determine the factor loadings of the observable items into the latent construct. 
This provided evidence to evaluate whether the items correlated positively with 
other measures of the same construct, rather than constructs from which they are 
supposed to differ.  
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In terms of measurement models that represent hypothesised structures, 
confirmatory factor analysis was utilised to test convergent validity (Churchill 
1979). This was considered an appropriate method of analysis due to the strong 
theoretical rationale for the measurement items loading onto the latent 
constructs. Furthermore, Cronbach’s Alpha measures had been calculated and 
the items with poor inter-item correlation had been removed. 
 
Measurement models are normally used to assess the convergent validity of the 
constructs as they determine the adequacy of the observed items as measures 
for the construct (Schumacker & Lomax 1996). Covariance structure analysis or 
covariance structural modelling is a technique that combines confirmatory factor 
analysis, or measurement models, with structural equation models (Schumacker 
& Lomax 1996). Structural equation modelling combines aspects of multiple 
regression and factor analysis to estimate a series of relationships 
simultaneously (Hair et al. 1998). 
 
The first stage in confirmatory factor analysis is the development of measurement 
models based on theoretical principles which represent the relationships between 
the observed items and the latent constructs that they are intended to represent. 
Following the procedure suggested by Arbuckle (2006) to build the measurement 
models for each construct, AMOS version 17.0 (Analysis of Moment Structures) 
was used and a covariance structure analysis thus performed. The measurement 
models are presented in Appendix B. The ellipses represent latent variables and 
the rectangles represent scale items. The observed variables are connected to 
the latent variables by a double-headed arrow, which indicates the theoretical 
relation to the construct. The values next to the connecting arrows represent 
loading coefficients. They range from 0 to 1 and indicate the correlation with the 
construct. The response error (e.g. er43) associated with each measurement 
item, represented as a circle, is the portion of the variable that does not measure 
the hypothesised variable. The values next to the observed variables represent 
the variance of each item and show the reliability of the measurement items 
(Schumacker & Lomax 1996). In order to support the convergent validity of an 
instrument, the loading between measurement items and the latent construct 
should be higher than 0.5 (Schumacker & Lomax 1996). The overall fit of the 
model should be acceptable, as indicated in Table 4.23  
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The model fit criteria determines whether the actual model derived from the 
sample fits the hypothesised model and is calculated by comparing the observed 
and implied covariance matrices, while the model comparison criteria are used to 
compare the proposed model with a null hypothesis (Arbuckle 2006). 
 
 
Table 4.23 Criteria for Model Fit   
Adapted from Schumacker and Lomax (1996) 
 
4.5.3 Discriminant Validity 
 
Discriminant validity is used to check that a construct does not correlate too 
highly with the measures with which it should differ. Thus, the measures of 
different constructs should have only moderate relationship among them. 
Therefore, items of a scale should load highly on to one factor to demonstrate 
convergent validity and should have low loading on to other factors to show 
discriminant validity. To test for discriminant validity, the percentage variance 
extracted for each scale was compared to estimates of shared variance between 
squared correlation coefficients. As suggested by Schumacker and Lomax 
(1996), the average variance extracted for each of the factors was greater than 
its shared variance with any of the other factors (see Appendix A), except in the 
Goodness-of-fit 
criterion 
Acceptable level Interpretation 
Model Fit   
X² Value Low X²  value (relative to df) 
with sig. level >.05 
>.05 significance reflects 
acceptable fit 
Cmin/df Ratios 2 to 1 or 3 to 1 Values close to 1 reflect good 
model fit. Values <3 reflect 
acceptable fit 
Root Mean Square Error of   
Approximation (RMSEA) 
<0.05 Value less than 0.05 indicates 
an acceptable model fit. 
Model comparison   
Tucker-Lewis Index (TLI) 0 (no fit) to 1 (perfect fit) Value close to 0.90 reflects a 
good model fit. 
Normed Fit Index (NFI) 0 (no fit) to 1 (perfect fit) Value close to 0.90 reflects a 
good model fit. 
Comparative Fit Index (CFI) 0 (no fit) to 1 (perfect fit) Value close to 0.90 reflects a 
good model fit. 
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cases of perceived risk, extent of information search and importance of 
information source. Furthermore, Sekaran (2003) recommends that researchers 
check for loadings of .7 or more, which implies a shared variance of 50% or 
greater between the item and the construct. Thus, in this study any item with a 
poor loading of less than .5 was removed from the subsequent analysis. 
 
A further assessment of the model examined the extent to which the measures of 
each construct differed from measures of other constructs in the same model. 
This entailed observing the scores’ average variance extracted (average variance 
shared between a construct and its measures), which should be greater than .5. 
The results for each scale are reported in the following sections. 
 
4.5.3.1 Acculturation Scale 
 
The average variance extracted for each of the four constructs was above .5, 
which indicates acceptable discriminant validity. The average variance accounted 
for by social assimilation (.69) was greater than the correlation between social 
assimilation and social separation (-.21), greater than the correlation between 
social assimilation and integration (.10) and higher than the correlation between 
social assimilation and marginalisation (0.15). The average variation accounted 
for by social separation (.64) was greater than the correlation between social 
separation and integration (-.32) and the correlation between social separation 
and marginalisation (.38). The average variance for integration (.56) was higher 
than the correlation between integration and marginalisation (-.42). The average 
correlation accounted for by marginalisation (.60) was greater than the correlation 
between marginalisation and social assimilation (.15), greater than the correlation 
between marginalisation and social separation (.38) and higher than the 
correlation between marginalisation and integration (-.42). 
 
The results in Table 4.24 indicate that social assimilation, social separation, 
integration and marginalisation are different measures of the degree of an 
immigrant’s acculturation. Furthermore, the fit requirements (Table 4.25) indicate 
an acceptable fit and therefore demonstrate convergent validity, in accordance 
with the parameters outlined in Table 4.23. 
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Table 4.24 Average Variance Extracted and Correlation Matrix – Acculturation  
 
Construct Internal Validity 
 consistency 1 2 3 4 
      
1. Social assimilation  .78 .69*    
2. Social separation .73 -.21 .64*   
3. Integration .54 .10 -.32 .56*  
4. Marginalisation .77 .15 .38 -.42 .60* 
Cronbach’s Alpha .78 .78 .54 .77 
* Diagonal elements in bold represent the average variance extracted 
 
 
Table 4.25 Fit Analysis – Acculturation  
 
Fit measure Result Fit measure Result 
Model Fit  Model comparison  
Chi-squared 194.516 Tucker-Lewis Index (TLI) .839 
Degrees of freedom 113 Normed Fit Index (NFI) .739 
P-value .000 Comparative Index (CFI) .866 
Cmin/df 1.721   
RMSEA .069   
 
 
4.5.3.2 Human Capital Scale 
 
The average variance extracted for each of the four constructs was above .5, 
which indicates an acceptable level of convergent validity. The average variance 
accounted for by prior knowledge (.87) was greater than the correlation between 
prior knowledge and market knowledge (.40), higher than the correlation between 
prior knowledge and perceived ability (.44) and greater than the correlation 
between prior knowledge and service knowledge (-.04). The average variation for 
market knowledge (.77) was greater than the correlation between market 
knowledge and perceived ability (.46) and the correlation between market 
knowledge and service knowledge (.-15). The average variance for perceived 
ability (.69) was greater than the correlation between perceived ability and 
service knowledge (-.10). The average correlation accounted for by service 
knowledge (.72) was greater than the correlation between service knowledge and 
prior knowledge (-.04), greater than the correlation between service knowledge 
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and market knowledge (.-.15) and higher than the correlation between service 
knowledge and perceived ability (-.10). The results in Table 4.26 indicate that 
prior knowledge, market knowledge, perceived ability and service knowledge are 
distinct measures of human capital. In addition, the fit results (Table 4.27) 
indicate an acceptable fit and therefore demonstrate convergent validity. 
 
 
Table 4.26 Average Variance Extracted and Correlation Matrix – Human Capital 
* Diagonal elements in bold represent the average variance extracted 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Table 4.27 Fit Analysis – Human Capital  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
4.5.3.3 Perceived Risk Scale 
 
The average variance extracted for each of the two constructs was well above .5, 
which indicates an acceptable level of convergent validity. The average variance 
accounted for by psychological risk (.78) was .06 lower than the correlation 
between psychological risk and financial risk (.84). The average variance for 
financial risk (.72) was 1.2 lower than the correlation between psychological risk 
and financial risk (.84). However, there is a utility in keeping the two constructs 
Construct Internal Validity 
 consistency 1 2 3 4 
     
1. Prior knowledge  .90 .87*    
2. Market knowledge .81 .40 .77*   
3. Perceived ability .73 .44 .46 .69*  
4. Service knowledge .76 -.04 -.15 -.10 .72* 
Cronbach’s Alpha .90 .81 .73 .76 
Fit measure Result Fit measure Result 
Model Fit  Model comparison  
Chi-squared 73.457 Tucker-Lewis Index (TLI) .955 
Degrees of freedom 48 Normed Fit Index (NFI) .914 
P-value .010 Comparative Index (CFI) .968 
Cmin/df 1.530   
RMSEA .059   
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separate as the literature on perceived risk suggests. According to Stone and 
Gronhaug (1993), risk is composed of six dimensions: social, time, psychological, 
financial, performance and physical. Thus, this research will focus on 
psychological risk and financial risk, in so far as they are risks more likely faced 
by the sample population in relation to the type of service under study—banking. 
Therefore, perceived risk will be divided into financial risk and psychological risk. 
The fit results (Table 4.29) indicate an acceptable fit and therefore demonstrate 
convergent validity. 
 
 
Table 4.28 Average Variance Extracted and Correlation Matrix – Perceived Risk 
 
* Diagonal elements in bold represent the average variance extracted 
 
 
Table 4.29 Fit Analysis – Perceived Risk 
 
 
 
4.5.3.4 Involvement Scale 
 
The EFA revealed one factor to measure involvement with a reliability of .88. The 
average variance extracted for the involvement construct was well above .5, 
which indicates an acceptable convergent validity. Furthermore, the fit analysis 
indicates an acceptable fit and therefore demonstrates convergent validity. 
Construct Internal Validity 
 consistency 1 2 
    
1. Psychological risk  .82 .78*  
2. Financial risk .77 .84 .72* 
Cronbach’s Alpha .82 .77 
Fit measure Result Fit measure Result 
Model Fit  Model comparison  
Chi-squared 15.338 Tucker-Lewis Index (TLI) .964 
Degrees of 
freedom 
8 Normed Fit Index (NFI) .961 
P-value .053 Comparative Index (CFI) .981 
Cmin/df 1.917   
RMSEA .078   
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Table 4.30 Fit Analysis – Involvement 
 
 
4.5.3.5 General Search Scale 
 
Since the EFA suggested only one factor for general search and the final 
Cronbach’s Alpha was .7, it was determined not to run confirmatory factor 
analysis for this construct.   
 
4.5.3.6 Extent of Information Search 
 
The average variance extracted for each of the two constructs was above .5, 
indicating an acceptable level of convergent validity. The average variance 
accounted for by media sources (.71) was just .04 lower than the correlation 
between media sources and personal sources (.75). The average variance for 
personal sources (.61) was 0.14 lower than the correlation between media 
sources and personal sources (.75). However, there is a utility in keeping the two 
constructs separate as the EFA suggested and in light of the Cronbach’s Alpha of 
.84 for media sources and .73 for personal sources, which show high reliability 
for both constructs. In addition, there is theoretical support to differentiate 
between these two types of information sources. For instance, Tank and Tyler 
(2005) differentiate between non-commercial sources such as family and friends, 
and marketing communications like brochures, in their study of the decision-
making process for students’ bank selection in the UK. Beatty and Smith (1987) 
distinguish among four types of information search. Thus, retailer, media, 
interpersonal and neutral sources were analysed in their study of external 
information search across several product categories. Finally, Mourali, Laroche 
and  Pons (2005), in their study of the consumer decision-making process in 
Fit measure Result Fit measure Result 
Model fit  Model comparison  
Chi-squared 24.810 Tucker-Lewis Index (TLI) .946 
Degrees of freedom 9 Normed Fit Index (NFI) .951 
P-value .003 Comparative Index (CFI) .968 
Cmin/df 2.757   
RMSEA .108   
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relation to laptop computers in Canada, proposed a construct called preference 
for interpersonal sources. Therefore, past research suggests the relevance of 
dividing information sources into personal and media sources to gain a greater 
understanding of the information search process and the selection of information 
sources. Table 4.31 presents the results for extent of information search. 
Furthermore, the fit results (Table 4.32) indicate a good fit, demonstrating 
convergent validity. 
 
 
Table 4.31 Average Variance Extracted and Correlation Matrix – Extent of 
Information Search  
 
* Diagonal elements in bold represent the average variance extracted 
 
 
Table 4.32 Fit Analysis – Extent of Information Search  
 
 
4.5.3.7 Importance of Information Source 
 
The average variance extracted for each of the two constructs was above .5, 
which indicates an acceptable level of convergent validity. The average variance 
accounted for by media sources (.72) was .06 lower than the correlation between 
media sources and personal sources (.78). The average variance for personal 
sources (.69) was 0.09 lower than the correlation between media sources and 
personal sources (.78). However, there is a utility in keeping these two constructs 
Construct Internal Validity 
 consistency 1 2 
   
1. Media sources  .86 .71*  
2. Personal sources .75 .75 .61* 
Cronbach’s Alpha .84 .73 
Fit measure Result Fit measure Result 
Model Fit  Model comparison  
Chi-squared 75.307 Tucker-Lewis Index (TLI) .932 
Degrees of freedom 43 Normed Fit Index (NFI) .886 
P-value 0.002 Comparative Index (CFI) .947 
Cmin/df 1.751   
RMSEA .070   
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separate as the literature on sources of information search suggests. The fit 
results (Table 4.34) indicate a good fit and therefore demonstrate convergent 
validity. 
 
Table 4.33 Average Variance Extracted and Correlation Matrix – Importance of 
Information Source  
 
* Diagonal elements in bold represent the average variance extracted 
 
 
Table 4.34 Fit Analysis – Importance of Information Source  
 
 
Fit measure 
Result Fit measure Result 
Model Fit  Model comparison  
Chi-squared 104.679 Tucker-Lewis Index (TLI) .900 
Degrees of freedom 43 Normed Fit Index (NFI) .876 
P-value .000 Comparative Index (CFI) .922 
Cmin/df 2.434   
RMSEA .097   
 
4.5.3.8 Satisfaction 
 
Since the EFA suggested one factor for satisfaction and the final Cronbach’s 
Alpha was .7, it was determined not to run confirmatory factor analysis for this 
construct.   
 
4.5.3.9 Willingness to Recommend 
 
The EFA suggested one factor for willingness to recommend with a reliability of 
.77. The average variance extracted for this construct was .70 (above .5), which 
Construct Internal Validity 
 consistency 1 2 
   
1. Media sources  .89 .72*  
2. Personal sources .73 .78 .69* 
Cronbach’s Alpha .90 .73 
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indicates an acceptable convergent validity. Furthermore, the fit analysis 
indicates an acceptable fit and therefore demonstrates convergent validity. 
 
Table 4.35 Fit Analysis – Willingness to Recommend 
 
Fit measure Result Fit measure Result 
Model Fit  Model comparison  
Chi-squared 13.425 Tucker-Lewis Index (TLI) .817 
Degrees of freedom 2 Normed Fit Index (NFI) .931 
P-value .001 Comparative Index (CFI) .939 
Cmin/df 6.712   
RMSEA .194   
 
4.5.4 Nomological Validity 
 
A correlation matrix was used to estimate the relationship between the theoretical 
constructs and to determine nomological validity. A Pearson’s correlation matrix 
was produced to measure the correlations and their significance. If the correlation 
coefficients are statistically different from zero, it is concluded that the variables 
are convergently valid (Jöreskog, Bollen & Long 1993). Table 4.36 shows that the 
majority of the correlations are significant, demonstrating nomological validity. 
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Table 4.36 Correlation Matrix (Aggregated Factors) 
 
a. Diagonal elements in bold represent the Cronbach’s Alpha for each scale. 
 
 
 
 
 
  Degree of 
External Info 
Search 
Satisfaction Willingness to 
Recommend 
Acculturation Human Capital Perceived Risk Involvement 
Degree of External 
Search .92       
Satisfaction -.05 .70      
Willingness to 
Recommend .21
*
 .31
**
 .79     
Acculturation . 21
*
 -.14 .08 .61    
Human Capital .25
**
 .06 .17
*
 .22
**
 .74   
Perceived Risk .05 -.13 .00 .11 .01 .86  
Involvement .21
**
 .19
*
 .27
**
 .12 .20
*
 .04 .88 
Mean 3.65 5.59 5.53 3.71 3.46 3.13 5.45 
Standard Deviation 1.27 1.17 1.20 .65 .95 1.27 1.24 
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Table 4.37 Expanded Correlation Matrix  
 
  
DEGREE OF EXTERNAL INFO SEARCH 
SATS
FAC 
WILL 
TO 
REC 
ACCULTURATION HUMAN CAPITAL 
PERCEIVED 
RISK 
INV 
    1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 
1 General Search  .70                  
2 Media S   .30** .86                 
3 Personal S  .15  .59** .75                
4 Imp Media S   .27**  .65**  .40** .89               
5 Imp Personal S  .20*  .36**  .53**  .63** .73              
6 Satisfaction  -.06 .00 -.06 -.05 -.01 .70             
7 Will to Rec  .27** .15 .11 .19*  .10 .31** .79            
8 Assimilation  -.03 .17* .21*  .22**  .07 -.06 .11 .78           
9 Separation .11 .15 .07 .06 .02 -.19* -.02 -.16* .73          
10 Integration .04 -.10 .08 -.04 .09   .34** .05 .06 -.20* .54         
11 Marginalisation .03  .07 .05  .09 -.02  -.22** .02 .14   .27** -.30** .77        
12 Prior Know .12  .01 -.03  .04  .05 .16* .12 -.01 .09 .14 -.1 .90       
13 Market Know .03  .12  .07  .25**  .08 -.02 .15 .08 .18* .10  .08 .40** .81      
14 
Perceived 
Ability   .22**   .22**   .18*  .27**   .19*  .10 .15 .18* .04   .24** -.07 .34** .34** .73     
15 Service Know   .25**  .09  .06 .02  .07 -.11 -.02 -.01  .25** -.14 .14 -.04 -.13 -.08 .76    
16 Psycho Risk  .09 .03 .10 .00 -.11 -.12 .00 .15 .01 -.15 .14 -.01 .06 .06 .16 .82   
17 Financial Risk  .13 .09 .10 .03 -.07 -.11 .00 .13 -.02 -.15 .12 -.05 .06 .04 .13  .67** .77  
18 Inv   .24** .16 .05 .25** .06 .19* .27** .10 .12 .04 .00 .18* .06 .14 .09 .06 .02 .88 
 Mean 4.26 3.65 2.9 3.97 3.69 5.59 5.53 3.63 3.62 5.12 3.13 3.41 2.39 4.16 3.88 3.13 3.14 5.46 
 SD 1.93 1.72 1.48 1.58 1.75 1.18 1.20 1.43 1.33 1.26 1.18 1.74 1.55 1.53 1.50 1.43 1.36 1.24 
*. Correlation is significant at the 0.05 level (2-tailed). 
**. Correlation is significant at the 0.01 level (2-tailed). 
a. Diagonal elements in bold represent the Cronbach’s Alpha for each scale. 
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4.6 Chapter Summary 
 
The first section of this chapter presented the response rate and the descriptive 
statistics. The second section explained how the constructs in the theoretical 
framework were operationalised. The last section provided an evaluation of each 
construct, in terms of its reliability and validity. From the examination of 
coefficient alphas, EFA, CFA and correlation analysis, it was concluded that the 
measurement scales implemented in this research were reliable and valid to be 
used in the testing of the proposed hypotheses. Chapter Five will present the 
hypothesis testing. 
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Chapter 5: Results 
 
5.1 Introduction 
 
The hypothesis testing process consisted of three stages. First, the data were 
tested to ensure that the assumptions for regression analysis were met. Second, 
the main effects of the proposed model, as articulated in Hypotheses 1–9, were 
tested using multiple regression analysis. Third, following suggestions by Ogden, 
Ogden & Schau (2004), that acculturation may act as a moderator in the 
consumer decision process, the moderating effects of acculturation in the model 
were tested using hierarchical regression analysis, following  the procedure 
suggested by Hair et al.(2006). As all the hypotheses were directional, one-tailed 
tests were used to assess the significance of the predictor and moderator 
variables (Field 2009). 
 
The hypotheses were analysed by examining the direct relationships between 
variables using multiple regression. Multiple regression analysis produces the 
best estimates of a dependent variable from a number of independent variables 
(Hair et al. 2006). Regression analysis, using SPSS version 17, was conducted 
to assess the relations between acculturation, human capital, perceived risk, 
involvement and the degree of external information search. Regression was also 
used to determine the influence of acculturation on human capital, the influence 
of human capital on perceived risk and the relationship between perceived risk 
and involvement, as well as the influence of degree of external information 
search on satisfaction and the relationship between satisfaction and willingness 
to recommend.  
 
Hierarchical regression was then used to explore the moderation effect of 
acculturation. The hierarchical regression procedure stipulates that the variables 
are entered into the equation in a specific order in steps or blocks, supported by 
a theoretical argument, determining the contribution of each independent variable 
to the prediction of the dependent variable, after other variables—normally 
demographics—have been controlled for (Hair et al. 2006).  
 
In order to conduct further analysis of the data, structural equation modelling was 
used to analyse all the interrelationships and a t-test performed to determine the 
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differences within each construct. The following section describes the hypothesis 
testing. 
 
5.2 Hypothesis Testing  
   
5.2.1 Hypothesis 1  
 
 
H1: Acculturation is positively related to the degree of external information 
search for a service provider carried out by recently arrived immigrants.   
 
The regression analysis revealed a significant positive relationship between 
acculturation and degree of external information search. Thus, Hypothesis 1 is 
supported. The multiple regression analysis revealed a significant positive 
relationship between assimilation and the degree of external information search 
(ß=.233, p<0.01).   It also shows a positive relationship between separation and 
the degree of external information search (ß=.151, p<0.1). Therefore, an 
immigrant that is more assimilated with the host culture is also more separated 
from the home culture, which will increase their degree of external information 
search, due to the ability acquired by them to conduct external information 
search. Table 5.1 summarises the regression analysis for Hypothesis 1. 
 
Table 5.1 Regression Models- Acculturation and Degree of External Information 
Search 
 
 Degree of External Info Search 
(aggregate) 
 ß t- 
value 
p-value 
Simple Regression Model 
Acculturation (aggregate) .205 2.573 .011 
R² .042     
Adj R² .036     
F-Ratio 6.619   .011 
Multiple Regression Model 
Assimilation .233 2.834 .005 
Separation .151 1.782 .077 
Integration .015 .174 .862 
Marginalisation .003 .035 .972 
R² .066     
Adj R² .041     
F-Ratio 2.619   .037 
Significant model at .005 
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To remove any possible effect of a variable external to the proposed model, the 
control variables (age, gender and education) and acculturation were included 
simultaneously into the regression equation. The three control variables were 
entered in the first model, the results of which are presented in Table 5.2. They 
explained 3% of the variance in the influence of acculturation on the degree of 
external information search for a service provider by recently arrived immigrants 
in Australia. The main effect of acculturation was then entered, in model 2, the 
results of which are presented in Table 5.2. 
 
The result is significant at the 0.05 level. Acculturation explains 7% of variance 
on the degree of external information search (R²=.07, Adjusted R²=.04, F 
Change= 6.30). Examination of the control variables shows that gender was not 
significantly related to acculturation’s influence on the degree of external 
information search (ß=-.01, p>.1). Education was not significantly related to 
acculturation’s influence (ß=.10 p>.1). However, age was significantly related to 
acculturation’s influence on the degree of external information search (ß=-.15, 
p<0.1). Therefore, to test if the control variable, age, would affect the significance 
of Acculturation’s influence, a regression analysis was performed, removing age. 
After the analysis the effect of acculturation was still significant (ß=.210, p<0.01). 
Consequently, there is a positive relationship between acculturation and the 
degree of external information search. In other words the higher the degree of 
acculturation, the greater the degree of external information search.   
 
Table 5.2 Regression Models – Acculturation and Degree of External Information 
Search (Control Variables) 
 
 
  
Model 1 Model 2 
  ß t- 
value 
p-value 
  
ß t- 
value 
p-value 
  
  
Control variables  
Age -.15 -1.84 .068 -.13 -1.67 .097 
Gender -.01 -.11 .915 -.01 -.19 .853 
Education .10 1.20 .232 .11 1.34 .181 
              
Main Effect 
Acculturation    .200 2.51 .013 
R²  .03     .07     
Adjusted R² .01     .04     
F-Value   1.46   .227 2.71   .032 
F-value for 
Increm  R² 
1.46 
  
.227 6.30   .013 
Significant model at .05 
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5.2.2 Hypothesis 2 
 
H2:  Acculturation is positively related to the level of human capital of recently 
arrived immigrants.  
 
The regression analysis revealed a significant positive relationship between 
acculturation and human capital. Thus, Hypothesis 2 is supported. Table 5.3 
summarises the regression analysis for Hypothesis 2. 
 
Table 5.3 Regression Models- Acculturation and Human Capital 
 
Significant model at .001 
 
 
To remove any possible effect of a variable external to the proposed model, the 
control variables (age, gender and education) and acculturation were included 
simultaneously in the regression equation. The three control variables were 
entered in the first model, the results of which are shown in Table 5.4. They 
explained 0.8% of the variance in the influence of acculturation on the level of 
human capital of recently arrived immigrants in Australia. The main effect of 
acculturation was then entered, in model 2, the results of which are presented in 
Table 5.4.  
 
The result is significant at the 0.01 level. Acculturation explains 5% of the 
variance on degree of external information search (R²=.05, Adjusted R²=.03, F 
Change= 7.83). Examination of the control variables reveals a non-significant 
 Human Capital 
(aggregate) 
 ß t- 
value 
p-value 
Simple Regression Model 
Acculturation (aggregate) .221 2.785 .006 
R² .049     
Adj R² .043     
F-Ratio 7.755   .006 
Multiple Regression Model 
Assimilation .139 1.731 .085 
Separation .301 3.632 .000 
Integration .194 2.359 .020 
Marginalisation -.026 -.303 .762 
R² .112     
Adj R² .088     
F-Ratio 4.657   .001 
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relationship between age, gender and education and the influence of 
acculturation on human capital: age (ß=.01, p>.1); gender (ß=.01, p>.1), 
education (ß=.02, p>.1). Therefore, there is a positive relationship between 
acculturation and the level of human capital. In other words, the greater the level 
of acculturation of the recently arrived immigrants the higher will be their level of 
human capital, in terms of perceived market knowledge and ability to search for 
information.  
 
Table 5.4 Regression Models- Acculturation and Human Capital (Control Variables) 
 
 
  
Model 1 Model 2 
  ß t- 
value 
p-value 
  
ß t- 
value 
p-value 
  
  
Control variables  
Age .01 .18 .86 .03 .40 .693 
Gender .01 .12 .90 .00 .04 .967 
Education .02 .23 .82 .03 .37 .710 
        
Main Effect 
Acculturation       .23 2.80 .006 
R²  .00     .05     
Adjusted R² -.02     .03     
F-Value   .04   .99 1.99   .099 
F-value for 
Increm  R² 
.04   .99 7.83   .006 
Significant model at .01 
 
5.2.3 Hypothesis 3 
 
H3: Human capital is negatively related to the degree of external information 
search for a service provider carried out by recently arrived immigrants.     
 
The regression analysis revealed a significant relationship between human 
capital and degree of external information search. However, as this relationship 
appears to be positive, Hypothesis 3 was rejected. Table 5.5 summarises the 
regression analysis for Hypothesis 3. 
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Table 5.5 Regression Models: Human Capital and Degree of External Information 
Search 
 
 Degree of External Info Search 
(aggregate) 
 ß t- 
value 
p-value 
Simple Regression Model 
Human Capital 
(aggregate) 
.245 3.108 .002 
R² .060   
Adj R² .054   
F-Ratio 9.661  .002 
Multiple Regression Model 
Prior knowledge -.109 -1.255 .211 
Market knowledge .136 1.558 .121 
Perceived ability .293 3.462 .001 
Service knowledge .130 1.673 .096 
R² .118   
Adj R² .094   
F-Ratio 4.929  .001 
Significant model at .001 
           
 
To remove any possible effect of a variable external to the proposed model, the 
control variables (age, gender and education) and human capital were included 
simultaneously in the regression equation. The three control variables were 
entered in the first model, the results of which are shown in Table 5.6. They 
explained 3% of the variance in the influence of human capital on the degree of 
external information search for a service provider among recently arrived 
immigrants in Australia. The main effect of human capital was then entered, in 
model 2, the results of which are presented in Table 5.6.  
 
The result is significant at the 0.01 level. Human capital explains 9% of the 
variance on degree of external information search (R²=.09, Adjusted R²=.06, F 
Change= 9.81). Examination of the control variables reveals that gender was not 
significantly related to human capital’s influence on degree of external 
information search (ß=-.01, p>.1). Education was also not significantly related to 
the influence of human capital (ß=.10 p>.1). However, age was significantly 
related to human capital’s influence on degree of external information search (ß=-
.15, p<0.1). Therefore, to test whether the control variable age would affect 
human capital’s impact, a regression analysis was performed, removing age. 
After the analysis the effect of human capital was still found to be significant 
(ß=.24, p<0.001). Therefore, there is a significant relationship between human 
capital and degree of external information search. However, this relationship is 
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positive rather than negative as proposed in H3. In other words, the greater the 
amount of human capital possessed by the consumer, the greater will be the 
degree of external information search.   
 
Table 5.6 Regression Models: Human Capital and Degree of External Information 
Search (Control Variables) 
 
 Model 1 Model 2 
 ß t- 
value 
p-value ß t- 
value 
p-value 
 
Control variables 
Age -.15 -1.84 .07 -.15 -1.93 .055 
Gender -.01 -.11 .91 -.01 -.14 .887 
Education .10 1.20 .23 .09 1.18 .241 
       
Main effect 
Human Capital    .25 3.13 .002 
R² .03   .09   
Adjusted R² .01   .06   
F-Value 1.46  .23 3.62  .008 
F-value for 
Increm  R² 1.46  .23 9.81  .002 
Significant model at .001 
 
5.2.4 Hypothesis 4 
 
H4: Human capital is negatively related to the perceived risk of selecting a 
service provider among recently arrived immigrants. 
 
A regression analysis revealed a non-significant relationship between human 
capital and perceived risk. Therefore, Hypothesis 4 is not supported. Table 5.7 
shows the regression coefficients for Hypothesis 4. 
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Table 5.7 Regression Models: Human Capital and Perceived Risk 
 
 Perceived Risk (aggregate) 
 ß t- 
value 
p-value 
Simple Regression Model 
Human capital 
(aggregate) .095 1.172 .243 
R² .009   
Adj R² .002   
F-Ratio 1.373  .243 
Multiple regression model 
Prior knowledge -.093 -1.025 .307 
Market knowledge .106 1.165 .246 
Perceived ability .061 .693 .489 
Service knowledge .170 2.091 .038 
R² .040   
Adj R² .014   
F-Ratio 1.543  .193 
Non-significant models 
 
 
In testing Hypothesis 4, the control variables (age, gender and education) and 
human capital were included simultaneously in the regression equation to avoid 
any external effect. The three control variables were entered in the first model, 
the results of which are shown in Table 5.8. They explained 1% of the variance in 
the influence of human capital on perceived risk of searching for a service 
provider service among new immigrants in Australia. The main effect of human 
capital was then entered into Model 2, the results of which are presented in Table 
5.8. The model is not significant, and explains 2% of the variance in human 
capital’s influence on perceived risk (R²=.02, Adjusted R²=-.01, F Change= 1.3). 
The results of the control variables revealed a non-significant relationship 
between age, gender and education and the influence of human capital on 
perceived risk: age (ß=.02, p>.1); gender (ß=.10, p>.1), education (ß=.02, p>.1). 
Therefore, the relationship between human capital and perceived risk is non-
significant with or without the control variables. In other words, the perceived risk 
of searching for a bank will not be affected by the amount of human capital 
possessed by recently arrived immigrants.  
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Table 5.8 Regression Models: Human Capital and Perceived Risk (Control 
Variables) 
 
  Model 1 Model 2 
  ß t- 
value 
p-value 
  
ß t- 
value 
p-value 
  
  
Control variables 
Age .02 .24 .81 .02 .23 .821 
Gender .10 1.18 .24 .10 1.17 .244 
Education .02 .23 .82 .02 .20 .839 
        
Main effect 
Human 
capital     .093 1.141 .256 
R²  .01   .02   
Adjusted 
R² -.01   -.01   
F-Value   .55  .65 .74  .566 
F-value 
for 
Increm  
R² .55  .65 1.30  .256 
Non-significant model 
 
 
5.2.5 Hypothesis 5  
 
 
H5:  Perceived risk of selecting a service provider is positively related to the 
degree of external information search for a service provider conducted by 
recently arrived immigrants. 
 
A regression analysis revealed a non-significant relationship between perceived 
risk and degree of external information search, thus showing no support for 
Hypothesis 5. Table 5.9 summarises the regression coefficients for Hypothesis 5.  
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Table 5.9 Regression Models: Perceived Risk and Degree of External Information 
Search 
 
 Degree of External Information Search (aggregate) 
 ß t- 
value 
p-value 
Simple regression model 
Perceived risk 
(aggregate) .053 .656 .513 
R² .003   
Adj R² -.004   
F-Ratio .430  .513 
Multiple regression model 
Psychological risk -.037 -.342 .733 
Financial risk .096 .883 .378 
R² .006   
Adj R² -.007   
F-Ratio .445  .642 
Non-significant model 
 
 
Testing Hypothesis 5, the same control variables (age, gender and education) 
were included in the regression equation. The results regarding the influence of 
perceived risk on degree of external information search are presented in Table 
5.10. The model is non-significant. It explains 3% of the variance in perceived 
risk (R²=.03, Adjusted R²=.01, F change = .46). An examination of the control 
variables revealed that gender was not significantly related to perceived risk’s 
influence on degree of external information search (ß=-.01, p>.1), and education 
was not significantly related to the influence of perceived risk (ß=.10 p>.1). 
However, age was significantly related to perceived risk’s influence on degree of 
external information search (ß=-.15, p<0.1). Therefore, to test whether the control 
variable age would affect the relationship between perceived risk and degree of 
external information search, a regression analysis was performed, removing age. 
After the analysis, perceived risk was still found to be non-significant (ß=.05, 
p>0.1). Therefore, there is no relationship between perceived risk and degree of 
external information search. In other words, the degree of external information 
search for bank services will not be affected by the perceived risk.  
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Table 5.10 Regression Models: Perceived Risk and Degree of External Information 
Search (Control Variables) 
 
  Model 1 Model 2 
  ß t- 
value 
p-value 
  
ß t- 
value 
p-value 
  
  
Control variables   
Age -.15 -1.84 .07 -.15 -1.84 .067 
Gender -.01 -.11 .91 -.01 -.17 .864 
Education .10 1.20 .23 .10 1.19 .238 
        
Main effect 
Perceived 
Risk    .06 .68 .500 
R²  .03   .03   
Adjusted 
R² .01   .01   
F-Value   1.46  .23 1.21  .310 
F-value 
for 
Increm  
R² 1.46  .23 .46  .500 
Non-significant model 
 
5.3.6 Hypothesis 6 
 
H6:  Involvement is positively related to the perceived risk of selecting a 
service provider among recently arrived immigrants. 
 
The regression analysis shows no relationship between involvement and 
perceived risk. Thus, Hypothesis 6 is not supported. Table 5.11 presents the 
regression analysis findings for Hypothesis 6. 
 
Table 5.11 Regression Models: Involvement and Perceived Risk 
 
 Perceived risk (aggregate) 
 ß t- 
value 
p-value 
Regression model 
Involvement  .044 .533 .595 
R² .002   
Adj R² -.005   
F-Ratio .285  .595 
Non-significant model 
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Testing Hypothesis 6, the same control variables (age, gender and education) 
were included in the regression equation. The results regarding the influence of 
perceived risk on involvement are presented in Table 5.12. The model was found 
to be non-significant. It explains 1% of the variance in involvement’s influence on 
perceived risk (R²=.01, Adjusted R²=-.01, F change = .19). In addition, none of 
the control variables are significant. Therefore, the relationship between 
perceived risk and involvement is deemed to be non-significant. In other words, 
perceived risk will not affect the level of involvement with the service.   
 
 
Table 5.12 Regression Models: Involvement and Perceived Risk (Control Variables) 
 
  Model 1 Model 2 
  ß t- 
value 
p-value 
  
ß t- 
value 
p-value 
  
  
Control variables 
Age .02 .24 .81 .03 .35 .729 
Gender .10 1.18 .24 .09 1.10 .272 
Education .02 .23 .82 .02 .21 .837 
        
Main effect 
Involvement    .04 .43 .665 
R²  .01   .01   
Adjusted 
R² -.01   -.01   
F-Value   .55  .65 .46  .766 
F-value for 
Increm  R² .55  .65 .19  .665 
Non-significant model 
 
5.2.7 Hypothesis 7 
 
H7:  The level of involvement with the purchase decision is positively related 
with the degree of external information search for a service provider 
conducted by recently arrived immigrants. 
 
The regression analysis reflects a positive relationship between involvement and 
degree of external information search at the 0.01 level of significance, thus 
supporting Hypothesis 7. Table 5.13 shows the regression results for Hypothesis 
7. 
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Table 5.13 Regression Models: Involvement and Degree of External Information 
Search 
 
 Degree of External Information Search 
(aggregate) 
 ß t- 
value 
p-value 
Simple regression model 
Involvement  .209 2.628 .009 
R² .044   
Adj R² .037   
F-Ratio 6.906  .009 
Significant model at .01 
 
 
The control variables (age, gender and education) were also included in testing 
Hypothesis 7. The findings presented in Table 5.14 suggest that the model is 
significant at the .05 level and explains 6% of the variance in involvement’s 
influence on degree of external information search (R²=.06, Adjusted R²=.03, F 
change = 4.97). In support of H7, involvement was found to be positively related 
to degree of external information search (ß=.19, p<0.05). The examination of the 
control variables revealed that gender was not significantly related to involvement 
(ß=-.01, p>0.1), that education had no significant relationship (ß=.10, p>0.1) and 
that age was not significantly related to involvement (ß=-.15, p>0.1). This means 
that involvement would have a significant influence on degree of external 
information search regardless of the age, gender or education level of the 
respondent. In other words, the greater the perceived importance of the service, 
the greater will be the degree of external information search.  
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Table 5.14 Regression Models: Involvement and Degree of External Information 
Search (Control Variables) 
 
  Model 1 Model 2 
  ß t- 
value 
p-value 
  
ß t- 
value 
p-value 
  
  
Control variables   
Age -.15 -1.84 .07 -.10 -1.22 .223 
Gender -.01 -.11 .91 -.04 -.43 .667 
Education .10 1.20 .23 .09 1.12 .265 
              
Main effect 
Involvement    .19 2.23 .027 
R²  .03   .06   
Adjusted 
R² .01   .03   
F-Value   1.46  .23 2.37  .055 
F-value for 
Increm  R² 1.46  .23 4.97  .027 
Significant model at .05 
 
5.2.8 Hypothesis 8 
 
H8: Degree of external information search is positively related to the 
satisfaction with immigrants’ decision of selecting a service provider. 
 
A regression analysis revealed no relationship between the degree of external 
information search and satisfaction with the decision made. Therefore, 
Hypothesis 8 was not supported. Table 5.15 presents the regression coefficients 
for Hypothesis 8. 
 
 
Table 5.15 Regression Models: Degree of External Information Search and 
Satisfaction  
 
 Satisfaction  
 ß t- 
value 
p-value 
Regression model 
Degree of external 
information search -.049 -.601 .549 
R²  .002   
Adj R² -.004   
F-Ratio .361  .549 
Non-significant model 
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The control variables (age, gender and education) were included in the 
regression equation used to test Hypothesis 8. The results regarding the 
influence of degree of external information search on satisfaction are presented 
in Table 5.16. The model was found to be non-significant. It explains 2% of the 
variance in satisfaction (R²=.02, Adjusted R²=.00, F change = .75). Examining the 
control variables, none of the three was found to be significantly related to the 
influence of degree of external information search on satisfaction with the 
decision made, with the following results: age (ß=-.08, p>0.1), gender (ß=-.04, 
p>0.1); and education (ß=.18, p>0.1). Thus, Hypothesis 8 is not supported. 
 
 
Table 5.16 Regression Models: Satisfaction and Degree of External Information 
Search (Control Variables) 
 
Non-significant model 
 
5.2.9 Hypothesis 9 
 
H9:  The level of satisfaction with the decision process is positively related to 
the willingness to recommend a service provider among recently arrived 
immigrants. 
 
The regression analysis revealed a significant relationship between satisfaction 
and willingness to recommend at the .001 level, supporting Hypothesis 9. Table 
5.17 presents the results of the regression analysis for Hypothesis 9. 
 
 
 
 
  Model 1 Model 2 
  ß t- 
value 
p-value 
  
ß t- 
value 
p-value 
  
  
Control variables             
Age -.08 -.99 .323 -.09 -1.11 .269 
Gender -.04 -.47 .641 -.04 -.47 .636 
Education .18 1.41 .160 .12 1.49 .139 
Main effect 
Satisfaction    -.07 -.87 .387 
R²  .02   .02   
Adjusted R² .00   .00   
F-Value   .93  .43 1.28  .279 
F-value for Increm  R² .88  .48 .75  .387 
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Table 5.17 Regression Models: Satisfaction and Willingness to Recommend 
 
 Willingness to recommend (aggregate) 
 ß t- 
value 
p-value 
Regression model 
Satisfaction .313 4.056 .000 
(aggregate)    
R² .098   
Adj R² .092   
F-Ratio 16.455  .000 
Significant model at .001 
 
 
Testing Hypothesis 9, the control variables (age, gender and education) and 
satisfaction were entered simultaneously into the regression equation. The 
findings presented in Table 5.18 suggest that the model is significant at the .001 
level and explains 12% of the variance in the influence of satisfaction on 
willingness to recommend (R²=.12, Adjusted R²=.10, F change = 17.06). In 
support of Hypothesis 9, satisfaction was found to be positively related to 
willingness to recommend (ß=.32, p<.001). The examination of the control 
variables showed that neither age (ß=.01, p>.1) nor education (ß=.02, p>.1) was 
significantly related to satisfaction’s influence on willingness to recommend, 
However, gender was significantly related to satisfaction’s influence on 
willingness to recommend (ß=.14, p<.1). Therefore, to test whether the control 
variable gender would affect the significance of satisfaction, a regression analysis 
was performed, removing gender. The finding showed that satisfaction was still 
significant (ß=.31, p<0.001). This means that satisfaction would have a significant 
influence on willingness to recommend, with or without taking account of the 
variable gender. Thus, Hypothesis 9 is supported. 
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Table 5.18 Regression Models: Satisfaction and Willingness to Recommend 
(Control Variables) 
 
 
  
Model 1 Model 2 
  ß t- 
value 
p-value 
  
ß t- 
value 
p-value 
  
  
Control variables  
Age .01 .07 .95 .03 .41 .685 
Gender .14 1.75 .08 .16 1.99 .048 
Education .02 .26 .80 -.02 -.20 .838 
              
Main effect 
Satisfaction    .32 4.13 .000 
R²  .02   .12   
Adjusted 
R² .00   .10   
F-Value   1.12  .35 5.19  .001 
F-value for 
Increm  R² 1.12  .34 17.06  .000 
Significant model at .001 
 
5.2.10 Aggregate Regression Analysis 
 
An aggregate regression analysis was conducted to further measure the 
relationships proposed in the theoretical model. The results suggest that several 
constructs under investigation explain a relevant portion of the variance in the 
degree of external information search. In this regard, R² expresses how much the 
variance in the dependent variable (degree of external search) is explained by 
the model. In this case, the value of .11, expressed as a percentage, means that 
the model explains 11% of the variance on degree of external search. The 
adjusted R² corrects the R² value to provide a better estimate of the true 
population—in this case 8%. The beta value will show the contribution of each 
independent variable to the prediction of the dependent variable. In this case the 
largest beta coefficient is .18, for human capital. This means that this variable 
contributes the most to explaining the dependent variable. For each variable, the 
significance level (p-value) should be checked, to demonstrate whether the 
variable is making a statistically significant and unique contribution. If the 
significance value is less than .05 (e.g. 0.01, .0001 etc.) the variable is making a 
significant and unique contribution to the prediction of the dependent variable 
(Field 2009). In this case, it was identified that acculturation, human capital and 
involvement are contributing to the prediction of degree of external information 
search. Table 5.19 presents the regression coefficients at the aggregate level. 
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Table 5.19 Comprehensive Aggregate Regression Model 
 
 Degree of External Information Search 
 ß t- 
value 
p-value 
Acculturation 
.15 1.80 .07 
Human capital 
.18 2.23 .03 
Perceived risk 
.01 .17 .86 
Involvement 
.16 1.95 .05 
R² .11   
Adj R² .08   
F-Ratio 4.44  .00 
Significant model at .01 
 
5.2.11 Moderation Effect of Acculturation 
 
Considering the suggestion of the literature that acculturation acts as a 
moderator in the consumer decision process (Ogden, Ogden & Schau 2004), it 
was decided to check the moderation effects of acculturation on the relationship 
between human capital, perceived risk and involvement with the degree of 
external information search. 
 
The results of the hierarchical regression analysis are presented in Table 5.20. 
The full model, including the control variables (age, gender and education), which 
scale is consistent with ABS (2009b) classification and can be visualised in 
Appendix C (Survey Instrument), the independent variables (acculturation, 
human capital, perceived risk and involvement), the moderator (acculturation) 
and the interaction effects is significant at ((F10, 142)=2.4, p<0.05). Compared to 
the reduced model, which only includes control variables, predictors and 
moderators, the addition of interactions effects in the full model does not increase 
the R² significantly (R²=.02). The hypothesised contingency model explains 14% 
of the variance in the influence of acculturation on the degree of external 
information search. 
 
The results from the full model show that the moderating effects between human 
capital and acculturation have no significant relation with degree of external 
information search (ß=.22, p>.1). Similarly, the findings that the moderating 
effects between perceived risk and acculturation have no significant relation with 
degree of external information search (ß=-.19, p>.1). Finally, the results from the 
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full model indicate that the moderating effects between involvement and 
acculturation are positively related to degree of external information search at the 
.1 level of significance (ß=-1.18, p<.1).  
 
The control variables gender and education were not significant in any of the 
three models examined. Therefore, they did not affect the results. The other 
control variable, age, was found to be significant in Model 1 (see Table 5.20 
control variables). However, this effect became insignificant in Models 2 and 3 
(see Table 5.20 independent variables and relevant interactions). Thus, it was 
found not to influence the moderating effects in these two models.   
  
Table 5.20 Summary of the Hierarchical Regression Results  
 
Significant model 
 
 
It is relevant to note that all of the hypotheses were analysed using a one-tailed 
significance test, because the direction of the relationships was already known 
(Field 2009). 
 
  Model 1 Model 2 Model 3 
  ß t- 
value 
p-
value 
  
ß t- 
value 
p-
value 
  
ß t- 
value 
p-
value 
  
  
Control variables                   
Age -.15 -1.84 .07 -.11 -1.33 .19 -.11 -1.33 .186 
Gender -.01 -.11 .91 -.04 -.44 .66 -.04 -.46 .646 
Education .10 1.20 .23 .10 1.22 .23 .11 1.35 .179 
                    
Independent variables 
Acculturation    .14 1.78 .08 .79 1.65 .102 
Human capital     .19 2.29 .02 .03 .06 .954 
Perceived risk    .02 .22 .83 .18 .45 .651 
Involvement    .13 1.55 .12 1.00 1.96 .052 
           
Relevant interactions 
HC x Acculturation       .22 .35 .725 
PR x Acculturation       -.19 -.42 .678 
INV x Acculturation       -1.18 -1.73 .086 
R²  .03   .13   .14   
Adjusted R² .01   .08   .08   
F-Value   1.46  .23 2.98  .01 2.40  .01 
Incremental R² .03   .10   .02   
F-value for 
Increm  R² 1.46  .23 4.02  .00 1.04  .38 
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5.3 Summary of the Hypotheses  
 
Table 5.21 presents a summary of the hypothesis testing and the corresponding 
empirical conclusions. 
 
 
Table 5.21 Hypotheses Summary 
 
Hypothesis Expected 
sign 
Regression 
coefficient 
P- 
value 
Empirical 
conclusion 
H1:    Acculturation is positively related to 
the degree of external information search 
for a service provider carried out by recently 
arrived immigrants. 
+ 
2.57 .011 Supported 
H2:    Acculturation is positively related to 
the level of human capital of recently arrived 
immigrants. 
+ 
2.79 .006 Supported 
H3:   Human capital is negatively related to 
the degree of external information search 
for banking services carried out by recently 
arrived immigrants.   
- 
3.11 .002 
Not 
supported* 
H4:     Human capital is negatively related to 
the perceived risk of selecting a service 
provider among recently arrived immigrants. 
- 
1.17 .243 
Not 
supported 
H5:  Perceived risk of selecting a service 
provider is positively related to the degree 
of external information search for a service 
provider conducted by recently arrived 
immigrants. + -.66 .513 
Not 
supported 
H6:   Involvement is positively related to the 
perceived risk of selecting a service 
provider among recently arrived immigrants. + .53 .595 
Not 
supported 
H7: The level of involvement with the 
purchase decision is positively related with 
the degree of external information search 
for a service provider conducted by recently 
arrived immigrants. + 2.63 .009 Supported 
H8:   Degree of external information search 
is positively related to the satisfaction with 
immigrants’ decision of selecting a service 
provider. + -.60 .549 
Not 
supported 
H9:   The level of satisfaction with the 
decision process is positively related to the 
willingness to recommend a service 
provider among recently arrived immigrants. + 4.06 .000 Supported 
* Human capital is significantly related to the degree of external information search. The 
hypothesis was not supported because the results indicated that this relationship was 
negative and not positive as anticipated. 
 
 
The next sections will outline the process and results of the structural equation 
modelling and t-tests as additional forms of analysis adopted to further explore 
the data. 
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5.4 Structural Equation Modelling  
 
 
The results of a multiple regression analysis provided insight into the relationship 
between degree of external information search and acculturation, human capital, 
perceived risk and involvement. The relationships between degree of external 
information search and satisfaction and between satisfaction and willingness to 
recommend were also explored. In addition, hierarchical regression was 
conducted to determine the moderation effects of acculturation. However, the 
above analysis only examined direct relationships between independent 
variables and one dependent variable at a time and not the interrelations among 
them (Field 2009). In this regard, SEM using the AMOS application is relevant, as 
a multivariate statistical technique that allows examination of the 
interrelationships among independent variables, can represent latent concepts in 
these relationships and has the ability to control measurement error (Terblanche 
& Boshoff 2008). 
 
To explore the interrelationships among the independent variables, covariance 
structure analysis was performed using AMOS version 17. Covariance structure 
analysis is a multivariate statistical technique that combines confirmatory factor 
analysis with structural equation modelling. AMOS calculates parameter 
estimates in multiple regression, path analysis and factor analysis. This analysis 
compares the covariance matrix specified in the proposed model with the 
covariance matrix from the empirical data. 
 
Path coefficients are used to measure direct effects on the hypothesised 
relationships between dependent and independent variables. The path 
coefficients represent a standardised partial regression coefficient. This value 
shows the change in a dependent variable as a consequence of a one unit 
increase on the independent variable due to this direct relationship. A dependent 
variable may be influenced indirectly by independent variables through another 
variable. Therefore, this analysis explores the possible indirect effects on a 
relationship. It is important to note that due to the sample size (n=153) in this 
research, it was not adequate to split the sample to check the moderator effect in 
the structural equation modelling; a sample of more than 150 is suggested to 
implement this procedure (Arbuckle 2006). The integrated model is presented in 
Figure 5.1. 
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Figure 5.1 Structural Equation Model  
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Table 5.22 Fit Analysis  
 
GOODNESS-OF-
FIT MEASURE 
VALUE GOODNESS-OF-FIT 
MEASURE 
VALUE 
Model fit Model comparison 
Chi-square 175.43 Tucker-Lewis Index (TLI) .90 
Degrees of freedom 113 Normed Fit Index (NFI) .80 
P-value .00 Comparative Fit Index (CFI) .92 
Cmin/df 1.55   
RMSEA .060   
 
The results in Table 5.22 indicate an acceptable fit for the structural equation 
model. The ratio between the chi-square and degrees of freedom was close to 
1 (1.55). Several authors suggest that for cmin/df the ratios in the range of 3 
to 1 are indicative of an adequate fit (Carmines et al. 1981; Hooper, Coughlan 
& Mullen 2008; Kline 2005). TLI and CFI are close to .90 as suggested 
Schermelleh-Engel, Moosbrugger and Müller (2003). RMSEA is .060. Values 
between 0.05 and 0.08 are considered an adequate fit (Hooper, Coughlan & 
Mullen 2008). Therefore, the structural equation model presents an 
acceptable fit. A non-significant relationship was found between acculturation 
and degree of external information search, which indicates that acculturation’s 
influence on external information search becomes non-significant when the 
interaction effect among the other independent variables is considered. The 
regression weights of the relationships, their associated errors and their 
significance levels are presented in Table 5.23. 
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Table 5.23 Regression Weights and Significance Levels 
 
 
 
The findings presented in Table 5.23 suggest a significant relationship 
between involvement and degree of external information search, which 
supports the regression analysis findings and suggests a close association 
between these two constructs. This is also supported by previous studies that 
indicate a relationship between involvement and degree of external 
information search (Aldlaigan & Buttle 2001; Bauer, Sauer & Becker 2006; 
Elliott 1991; Gursoy 2001; Watkins 1986). Similarly, the relationship between 
human capital and degree of external information search is significant, in 
accordance with previous studies (Gursoy 2001; Heaney & Goldsmith 1999; 
Schmidt & Spreng 1996). There is also a significant relationship between 
acculturation and satisfaction. This is consistent with past studies that suggest 
an influence of culture on consumer satisfaction (Khan et al. 2009). 
Satisfaction is found to be significantly related to willingness to recommend, 
supporting the results obtained from the regression analysis and previous 
studies that suggest that satisfaction leads to positive word-of-mouth 
(DeMatos & Rossi 2008; File & Prince 1992; Mangold, Miller & Brockway 
1999). Finally, there is a significant relationship between degree of external 
information search and willingness to recommend, which is supported by 
previous research findings that suggest that those individuals who conduct a 
comprehensive information search are likely to feel more confident in 
recommending a particular service provider (Patti & Chen 2009). The next 
Relationship   S.E ß Level of 
significanc
e 
Involvement 
 Degree of external 
information search 
.06 2.03 .04 
Degree of external 
information search 
 
Acculturation .16 1.01 .31 
Human capital 
 Degree of external 
information search 
.12 2.24 .03 
Acculturation  Satisfaction .29 -3.22 .00 
Involvement   Satisfaction .07 2.45 .01 
Degree of external 
information search  
 
Satisfaction .15 -0.46 .65 
Satisfaction 
 Willingness to 
recommend 
.08 4.42 .00 
Degree of external 
information search 
 
Willingness to 
recommend 
.17 2.76 
 
.01 
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section presents the results from the t-test conducted to determine the 
existence of different groups or clusters and their relationship with the degree 
of external information search. 
 
5.5 T-Test 
 
Regarding the extent to which this population uses the different information 
sources and the importance they give to each of them, it is noteworthy that an 
analysis of the means suggest that friends from their own country, relatives 
and the internet are used extensively. Moreover, friends from their own 
country, relatives, visits to banks and the internet are important in their 
selection of a service provider. Table 5.24 presents the means for each of the 
information sources. 
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Table 5.24 Extent and Importance of Information Sources 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
      *7-point Likert scale 
 
5.5.1 T-Test: Acculturation - Extent of Information Search 
 
To further profile the population Punj and Stewart (1983a) procedure was 
followed. Therefore, two and three k-means cluster solutions were run in 
SPSS. After revising the distance between means, it was found that the 
solution that better explain the differences between groups was a two clusters 
classification (high acculturation and low acculturation). This is consistent with 
previous classification of the acculturation variable (Kara & Kara 1996). This 
cluster membership was kept to conduct a t-test aimed at further exploring 
differences between groups and their relationship with each source of 
information in terms of their extent and importance. Table 5.25 presents the 
findings on the differences between the low acculturation group and the high 
acculturation group in this study’s sample of recently arrived immigrants in 
terms of the extent to which they use different information sources.  
 
 
Source of information 
Extent of use Importance of 
source 
 Mean* Mean* 
Australian friends 3.32 4.02 
Friends from my own 
country 4.25 4.57 
Friends from other 
countries 2.92 3.39 
Relatives 4.56 5.18 
Co-workers 2.84 3.66 
Referral from other banks 2.50 3.25 
Consumer reports 2.82 3.45 
Called/phoned bank 3.20 3.88 
Visited banks 4.01 4.50 
Advertisement/promotion 3.54 3.79 
Internet 4.44 4.92 
Bank brochures 3.87 4.35 
Immigrant support centre 2.93 3.61 
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Table 5.25 T-Test Acculturation (Extent) 
 
      *7-point Likert scale 
 
 
On average, separated immigrants referred to advertising and promotion to a 
greater extent (M=3.94) than did the assimilated group (M=3.19). This 
difference was significant at t=-2.09, p<.05. This may indicate that the group 
that has stronger ties to its own culture may rely more on advertising and 
promotion than the group that is more acculturated into the Australian culture. 
There are no other significant differences between the high acculturation 
group of immigrants and the low acculturated group in relation to extent of 
information search. The results in Table 5.25 also suggest that the high and 
the low acculturated groups use relatives and the internet to a greater extent 
than other sources of information in their selection of a service provider in 
Australia, as suggested by the mean values. This may have managerial 
implications, which will be discussed in Chapter Six. 
 
5.5.2 T-Test: Acculturation – Importance of Information 
Source 
 
Table 5.26 presents the findings on the differences between the high 
acculturation group and the low acculturation group from the sample of 
recently arrived immigrants in terms of the importance they give to the various 
information sources. 
  
Variable 
Mean*  
High 
Acculturation 
Group 
Mean*  
Low  
Acculturation 
Group 
 
T-
value 
Sig. 
Australian friends 3.41 3.21 .54 .59 
Friends from your own 
country 4.07 4.46 -1.03 .30 
Friends from other countries 2.86 2.99 -3.7 .71 
Relatives 4.36 4.80 -1.08 .28 
Co-workers   2.77 2.91 -.43 .67 
Referral from other banks 2.28 2.76 -1.65 .10 
Consumer reports 2.61 3.06 -1.37 .17 
Called/ phoned banks 2.96 3.49 -1.49 .14 
Visited banks 3.78 4.29 -1.34 1.8 
Advertisements/promotions 3.19 3.94 -2.09 .03 
Internet 4.18 4.74 -1.4 .16 
Bank brochures 3.65 4.13 -1.27 .21 
Immigrant support centre 2.84 3.03 -.52 .61 
N 70 83   
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Table 5.26 T-Test Acculturation (Importance) 
 
*7-point Likert scale 
 
 
There is a significant difference between the high acculturation group and the 
low acculturation group in terms of the importance they place on referral from 
other banks. On average, low acculturated immigrants give greater 
importance to referral from other banks (M=3.60) than does the high 
accultruation group (M=2.96). This difference was significant at t=-2.04, 
p<.05. This may indicate that low acculturated immigrants trust the advice 
from banks in their own country, as they still have close ties with their home 
culture. The findings in Table 5.26 also suggest that the high acculturation 
and low acculturation groups place greater importance on relatives and the 
internet than other sources of information in their selection of a service 
provider in Australia, as suggested by the mean values.  
 
5.5.3 T-Test: Human Capital – Extent of Information Search 
 
Similar to the procedure conducted for the acculturation variable,  Punj and 
Stewart (1983a) recommendations were followed. Two and three k-means 
cluster alternatives were analysed. It was found that the solution that better 
explain the differences between groups was a two clusters classification (low 
human capital and high human capital). This cluster membership was also 
  
Variable 
Mean*  
High  
Acculturation  
Group 
Mean*  
Low 
Acculturation 
Group 
 
T-value 
Sig. 
Australian friends 4.08 3.94 .41 .68 
Friends from your own 
country 4.33 4.86 -1.62 .11 
Friends from other 
countries 3.37 3.40 -.07 .94 
Relatives 5.16 5.21 -.17 .86 
Co-workers   3.72 3.59 .39 .70 
Referral from other banks 2.96 3.60 -2.04 .04 
Consumer reports 3.43 3.47 -.12 .91 
Called/ phoned banks 3.75 4.04 -.84 .40 
Visited banks 4.41 4.60 -.53 .59 
Advertisements/promotions 3.67 3.93 -.76 .45 
Internet 4.93 4.91 .04 .97 
Bank brochures 4.30 4.40 -.28 .78 
Immigrant support centre 3.63 3.59 .11 .91 
N 70 83   
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kept to conduct a t-test aimed at further exploring differences between these 
two groups and their relationship with each source of information in terms of 
their extent and importance. Table 5.27 presents the findings on the 
differences between the low human capital group and the high human capital 
group in terms of the extent to which they use different information sources.  
 
 
Table 5.27 T-Test Human Capital (Extent) 
 
*7-point Likert scale 
 
 
Several observations can be made regarding the relationships presented in 
Table 5.27. On average, immigrants with high levels of human capital used 
friends from other countries to a greater extent (M=3.42) than did the group 
with low levels of human capital (M=2.41). This difference was significant at 
t=-2.96, p<0.01. This may be due to the fact that recently arrived immigrants 
with high levels of human capital are more able to evaluate advice from a 
friend, regardless of his/her nationality. Meanwhile, the group with low levels 
of human capital is perhaps more cautious about asking for advice. 
  
A significant difference exists between immigrants with high levels of human 
capital and those with low levels regarding the extent to which they use 
referrals from other banks. Those with high levels of human capital use 
referrals form other banks to a greater extent (M=2.84) than does the group 
  
Variable 
Mean*  
Low Level  
of Human 
Capital 
Mean*  
High Level  
of Human 
Capital  
 
T-value 
Sig. 
Australian friends 3.26 3.38 -.31 .75 
Friends from your own 
country 4.08 4.42 -.90 .37 
Friends from other 
countries 2.41 3.42 -2.96 .00 
Relatives 4.49 4.64 -.36 .72 
Co-workers   2.84 2.83 .03 .97 
Referral from other banks 2.14 2.84 -2.44 .02 
Consumer reports 2.46 3.17 -2.22 .03 
Called/ phoned banks 2.88 3.52 -1.84 .07 
Visited banks 3.80 4.22 -1.11 .27 
Advertisements/promotions 3.05 4.01 -2.71 .01 
Internet 4.08 4.79 -1.81 .07 
Bank brochures 3.50 4.23 -1.97 .05 
Immigrant support centre 2.70 3.16 -1.29 .20 
N 76 77   
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with low levels of human capital (M=2.14). This difference was significant at 
t=-2.44, p<0.05. This could be explained because the group with higher levels 
of human capital may possess greater market knowledge, perceived ability 
and prior knowledge, and may already have a commercial relationship with a 
bank in their home country that can recommend an Australian bank to them. 
  
On average, immigrants with high levels of human capital made use of 
consumer reports to a greater extent (M=3.17) than did the group with low 
levels of human capital (M=2.46). This difference was significant at t=-2.22, 
p<0.05. This may be due to the fact that recently arrived immigrants with high 
levels of human capital possess greater perceived ability and prior knowledge 
that facilitates the interpretation of consumer reports. A significant difference 
was found between immigrants with high levels of human capital and those 
with low levels regarding the extent to which they refer to advertising and 
promotion. The immigrants with high levels of human capital refer to 
advertising and promotion (M=4.01) to a greater extent than does the group 
with low levels of human capital (M=3.05). This difference was significant at 
t=-2.71, p<0.01. This could be explained by the fact that the group with higher 
levels of human capital has greater market knowledge and will therefore have 
greater awareness about the advertising displayed by local banks. 
 
On average, immigrants with high levels of human capital used brochures 
from banks to a greater extent (M=4.23) than did the group with low levels of 
human capital (M=3.50). This difference was significant at t=-1.97, p<0.05. 
This may be due to the fact that recently arrived immigrants with high levels of 
human capital have a greater ability to interpret the message of the bank’s 
brochure. The results from Table 5.27 also suggest that immigrants from both 
categories—those with high levels and those with low levels of human 
capital—refer to friends from their own country, relatives and the internet to a 
greater extent than other sources of information in their selection of a service 
provider in Australia, as suggested by the mean values.  
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5.5.4 T-Test: Human Capital – Importance of Information 
Source 
 
Table 5.28 presents the findings on the differences between the recently 
arrived immigrants with low levels of human capital and those with high levels 
of human capital in terms of the importance they give to the various 
information sources. 
 
Table 5.28 T-Test Human Capital (Importance) 
 
*7-point Likert scale 
 
A number of observations can be made regarding the findings presented in 
Table 5.28. On average, immigrants with high levels of human capital placed 
greater importance on referring to friends from other countries (M=3.90) than 
did the group with low levels of human capital (M=2.87). This difference was 
significant at t=-2.95, p<0.01. This is consistent with the difference between 
these two groups in terms of the extent to which they use friends from other 
countries.  
  
There is a significant difference between immigrants with high levels of human 
capital and those with low levels of human capital regarding the importance 
they give to referral from other banks. The immigrants with high levels of 
human capital place greater importance on this source (M=3.56) than does 
the group with low levels of human capital (M=2.95). This difference was 
  
Variable 
Mean*  
Low Level  
of Human 
Capital 
Mean*  
High Level  
of Human 
Capital  
 
T-
value 
Sig. 
Australian friends 3.72 4.31 -1.71 .09 
Friends from your own 
country 4.51 4.62 -.33 .74 
Friends from other 
countries 2.87 3.90 -2.95 .00 
Relatives 5.11 5.26 -.46 .64 
Co-workers   3.59 3.73 -.38 .70 
Referral from other banks 2.95 3.56 -1.98 .05 
Consumer reports 2.99 3.91 -2.98 .00 
Called/phoned banks 3.47 4.29 -2.36 .02 
Visited banks 3.96 5.03 -3.07 .00 
Advertisements/promotions 3.32 4.26 -2.89 .00 
Internet 4.58 5.26 -2.00 .05 
Bank brochures 4.03 4.66 -1.86 .07 
Immigrant support centre 3.36 3.86 -1.38 .17 
N 76 77   
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significant at t=-1.98, p<0.05. This is consistent with the difference between 
these two groups in terms of the extent to which they make use of referrals 
from other banks.  
 
On average, immigrants with high levels of human capital place greater 
importance on consumer reports (M=3.91) than does the group with low levels 
of human capital (M=2.99). This difference was significant at t=-2.98, p<0.01. 
This supports the previous findings that suggest a significant difference 
between these two groups in terms of the extent to which they utilise 
consumer reports. 
 
A significant difference was identified between immigrants with high levels of 
human capital and those with low levels regarding the importance they give to 
calling banks as a source of information. The immigrants with high levels of 
human capital place greater importance on calling banks (M=4.29) than does 
the group with low levels of human capital (M=3.47). This difference was 
significant at t=-2.36, p<0.05. The reason for this could be that the group with 
higher levels of human capital feels more confident about phoning banks and 
asking for information to assist their decision making. 
  
On average, immigrants with high levels of human capital gave greater 
importance to visiting banks (M=5.03) than did the group with low levels of 
human capital (M=3.96). This difference was significant at t=-3.07, p<0.01. 
This may be influenced also by the degree of confidence possessed by the 
group with higher levels of human capital, enabling them to more readily 
approach banks for information.  
 
There is a significant difference between immigrants with high levels of human 
capital and those with low levels of human capital regarding the importance 
they place on advertising and promotion. The immigrants with high levels of 
human capital gave advertising and promotion a greater importance (M=4.26) 
than did the group with low levels of human capital (M=3.32). This difference 
was significant at t=-2.89, p<0.01. This could be explained because the group 
with higher levels of human capital has greater market knowledge and will 
view the advertising displayed by local banks as more relevant to their 
information search process. 
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Finally, on average, immigrants with high levels of human capital placed 
greater importance on use of the internet (M=5.26) than did the group with low 
levels of human capital (4.58). This difference was significant at t=-2.00, 
p<0.05. This may be influenced by the prior knowledge and perceived ability 
of this group which facilitates the process of obtaining useful information 
about the service providers’ offers through the internet.  
 
The results presented in Table 5.28 also suggest that immigrants from both 
groups—those with high levels of human capital and those with low levels—
place greater importance on referring to friends from their own country, 
relatives and the internet than other sources of information in their selection of 
a service provider in Australia, as suggested by the mean values.  
 
5.6 Chapter Summary 
 
This chapter has tested the hypotheses proposed in Chapter Two using linear 
regression analyses. The moderation effect of acculturation has been 
explored using hierarchical regression. Structural equation modelling has 
been used as an additional method of analysis to determine the 
interrelationships among the independent variables. A series of t-tests were 
conducted to further explore the data. The findings support several of the 
research hypotheses. For instance, acculturation has a positive relationship 
with the degree of external information search and with human capital. 
Involvement has a positive association with the degree of external information 
search. Similarly, satisfaction with the decision made has a positive 
relationship with the willingness to recommend a service provider. It was also 
found that acculturation moderates the relationship between involvement and 
the degree of external information search.  
A comprehensive structural model was presented to support the analyses 
conducted, which confirmed that there is a good fit between the data and the 
conceptual model derived from the review of the literature. A series of t-tests 
were applied to explore the differences between groups in terms of the extent 
of information search and the importance the groups give to the various 
information sources. For instance, acculturation was divided between that of 
an assimilated group and that of a separated group. Differences were found in 
sources such as advertising and referral from other banks. Human capital was 
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divided into high and low levels of human capital, in order to identify related 
differences in sources such as friends from another country; referral from 
other banks; consumer reports; advertising; bank brochures; calling and 
visiting banks; and the internet. In addition, it was found that friends from their 
own country, relatives and the internet are relevant sources of information for 
recently arrived immigrants, regardless of their level of acculturation and 
human capital, in their selection of a service provider when they arrive in 
Australia. The final chapter will discuss in detail the findings presented in 
Chapter Five. 
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Chapter 6: Discussion and Conclusions 
 
6.1 Introduction 
 
 
Chapter One presented the introduction to the research. Background to the 
research, context of the study, research problem and objectives, the 
anticipated research contribution, the methodology implemented and the 
outline of the thesis were all discussed in Chapter One. Chapter Two 
presented a review of the literature regarding the consumer decision making 
process; information search; acculturation; human capital; perceived risk; 
involvement; satisfaction and willingness to recommend. Chapter Three 
outlined the theoretical framework for the present study according to the 
literature reviewed. Chapter Three also presented the research design, 
research procedure, unit of analysis, and the data collection method utilised. It 
described how the sample was accessed, explained the survey instrument 
and the survey administration, the sample size and the response rate. The 
profile of the sample and the statistical method employed were also discussed 
in Chapter Three. Chapter Four described the operationalisation of the 
constructs, specifying the scales to be used and their reliability and validity. 
Chapter Four also presented the results of the exploratory factor analysis, the 
confirmatory factor analysis and the correlation matrix. Chapter Five 
discussed the results of the hypothesis testing using regression analysis. It 
also presented the results obtained from the structural equation modelling and 
the series of t-test conducted to further explore the data. This final chapter, 
Chapter Six, discusses the findings reported in Chapter Five with reference to 
the literature and research questions presented in Chapter Two. The chapter 
is divided into four sections. First is a discussion of the findings, relating these 
to the relevant literature on information search, acculturation, human capital, 
perceived risk, involvement, satisfaction and willingness to recommend. 
Second, the theoretical and managerial implications of the findings are 
discussed. Third, the limitations of the study and areas for future research are 
presented. The final section will present the conclusions drawn from this 
study. 
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The purpose of this study was to contribute in several ways to the body of 
knowledge on the information search process engaged in by immigrants. 
First, as proposed in Chapters One and Two, immigrants in Australia 
represent an understudied population in terms of their buyer behaviour. The 
buying process of this population has received little attention, considering that 
this group represents 26% of the Australian population (ABS 2009a). 
Furthermore, the majority of previous studies that have examined immigrant 
buyer behaviour were conducted in the US and UK. This may be because of 
the difficulty in accessing this population and the scarcity of proper scales to 
measure their acculturation level, which could lead to contradictory results. 
Furthermore, language barriers as suggested by Quester and Chong (2001), 
may hinder the study of this population.  
 
Second, the measurement of acculturation has been questioned during the 
last few years. For instance, Lerman, Maldonado and Luna (2008) suggest 
that the previous scales used to measure acculturation have not been strongly 
grounded in theory and have not been rigorously tested. Third, the 
relationship between human capital and the degree of external information 
search has been overlooked in the literature. Previous studies have measured 
this relationship as a unidimensional construct (Gursoy 2001; Urbany, 
Dickson & Kalapurakal 1996). Therefore, this study built on past research by 
addressing these gaps and analysing the role of acculturation and human 
capital in the information search process engaged in by recently arrived 
immigrants using improved multidimensional constructs.  
 
In Chapter Two, the following research question was posed: 
 
- What is the impact of acculturation and human capital on the 
information search process for a service provider undertaken by 
recent immigrants? 
 
This study has addressed this question by developing and empirically testing 
a theoretical model which explains the relationship between acculturation, 
human capital, perceived risk and involvement, and the degree of external 
information search. It also examined the relationship between degree of 
external information search and satisfaction and between satisfaction and 
willingness to recommend. The model was proposed after examining the 
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pertinent literature and identifying the current knowledge gaps. The 
hypotheses were tested using data from a survey of recently arrived 
immigrants. The findings of the hypothesis testing were presented in Chapter 
Five. The following sections will discuss these findings and the theoretical and 
managerial implications, specifying the contribution made by this research to 
the knowledge in the area of information search process and the analysis of 
immigration population consumption patterns.  
 
6.2 Discussion of the Findings 
 
The findings presented in Chapter Five indicate a significant positive 
relationship between acculturation and degree of external information search 
and between acculturation and human capital. The results also revealed a 
significant relationship between human capital and degree of external 
information, but in the opposite direction to that hypothesised. There is also a 
significant positive relationship between involvement and degree of external 
information, supporting the hypothesis proposed in Chapter Two. Finally, 
satisfaction with the decision made was significantly positively related to 
willingness to recommend. The results did not find a significant relationship 
between perceived risk and degree of external information search, or between 
degree of external information search and satisfaction. The findings also 
suggest that human capital and involvement have no impact on perceived 
risk. In addition, acculturation did not moderate the relationships between 
each of human capital, perceived risk and the degree of external information 
search. However, acculturation has a weak moderation effect on the 
relationship between involvement and degree of external information search 
at the 0.1 level of significance. The following sections will discuss these 
findings in detail. 
 
6.2.1 Positive Relationship between Acculturation and 
Degree of External Information Search  
 
The results suggest a significant positive relationship between acculturation 
and degree of external information search. This findings are consistent with 
previous literature that suggests a positive relationship between acculturation 
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and information sources (D'Rozario & Choudhury 2004; Pires & Stanton 
2005). For instance, D'Rozario & Choudhury (2004) suggest that highly 
acculturated immigrants will rely more on external information sources, such 
as salespeople and consumer reports, due to their ability to conduct an 
information search. Similarly, Pires and Stanton (2005) found that language 
barriers and limited knowledge of the market place decreases the ability of 
recently arrived immigrants to search for information. Therefore, when they 
become more acculturated into the host culture, they will increase their search 
for external information since they will have greater knowledge of the market 
place and greater ability to search. 
 
6.2.2 Positive Relationship between Acculturation and 
Human Capital  
 
The results reveal a significant relationship between acculturation and human 
capital. This findings are consistent with previous literature that suggests a 
positive influence of acculturation on the human capital of recently arrived 
immigrants (Peñaloza 1994; Pires & Stanton 2005). For instance, Peñaloza 
(1994), in their ethnographic study of Mexican immigrants in the US,  found 
that acculturation has a positive effect on the knowledge of products and 
services available in the market place. That is, the more acculturated they are, 
the more knowledge about the local products and service providers they will 
have. Similarly, Pires and Stanton (2005) suggest that the immigrants’ 
adaptation process to the new culture will impact their level of market 
knowledge and their ability to search for external information. 
 
6.2.3 Positive Relationship between Human Capital and 
Degree of External Information Search  
 
The current study hypothesised, a negative relationship between human 
capital and degree of external information search, in line with the previous 
literature suggesting that when prior knowledge and experience with a specific 
good increases, the degree of external information search decreases (Punj & 
Staelin 1983a). In addition, literature related to immigrants suggests that a 
new country is very different to that left behind in terms of products or services 
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available and the manner in which transactions are conducted (Pires & 
Stanton 2005; Quester, Karunaratna & Chong 2001). Therefore, it was 
expected that immigrants with lower levels of human capital would search 
more for information, given that they would have less information about their 
new country, especially about local service providers.  
 
However, the findings show a significant positive relationship between the 
level of human capital and the degree of external information search, 
regardless of the age and gender of the respondents. This means that the 
greater the prior knowledge of the service category, the perceived ability and 
the knowledge of the market, the greater will be the degree of external 
information search. This supports previous research that found that perceived 
ability and objective knowledge, or the accurate information stored in the 
memory, increases the level of information search activity (Gursoy 2001; 
Heaney & Goldsmith 1999; Schmidt & Spreng 1996). This may be because 
greater ability and knowledge of the market increases consumers’ ability to 
conduct search with confidence. Furthermore, as suggested by Heany and 
Goldsmith (1999) in their study of search for banking services, individuals with 
higher levels of human capital are more likely to know how to search and for 
what, and consequently how to evaluate the information collected. This might 
in turn increase the level of their external information search.  
 
6.2.4 No Relationship between Human Capital and Perceived 
Risk 
 
The results do not suggest a significant relationship between human capital 
and perceived risk. However, a negative relationship was hypothesised, in 
light of the findings of past studies that less knowledge of a product or service 
generates higher levels of perceived risk (Hugstad, Taylor & Bruce 1987; 
Srinivasan & Ratchford 1991). On the other hand, the findings of the present 
study are consistent with previous research that found that perceived 
knowledge did not affect the perceived risk of selecting a service provider 
(Heany & Goldsmith 1999). In their study of external search for bank services, 
Heany and Goldsmith identified that consumers do not consider that any 
additional knowledge could reduce their perceived risk. This may be due to 
the characteristics of the services. For instance, the intangibility of the service 
  129 
may mean that customers do not perceive that any additional knowledge 
could lower their risk. It is also possible that a lack of human capital could 
hinder how immigrants assess such risk. For instance, the limited knowledge 
of the market, and a lack of ability and prior knowledge, may obstruct the way 
this population evaluates perceived risk. 
 
6.2.5 No Relationship between Perceived Risk and Degree of 
External Information Search 
 
The findings did not reveal a significant relationship between perceived risk 
and degree of external information search, without considering any external 
factors. This means that perceived risk will not affect the degree of external 
information search when recently arrived immigrants select a service provider 
in Australia. These findings are contrary to previous studies that proposed that 
in higher risk situations, more sources of information are sought (Hugstad, 
Taylor & Bruce 1987). On the other hand, the results support previous 
research that did not find any relationship between perceived knowledge and 
perceived risk (Heaney & Goldsmith 1999). Heaney and Goldsmith suggest 
that consumers may perceive little or no difference between banks. Their 
findings also support the conclusions of Freiden and Goldsmith (1989) who 
determined that consumers will search for more information only when they 
perceive substantial differences or high variability among service providers. 
Similarly, the results also support the findings of Levesque and McDougall 
(1996) that suggest there is little variability perceived by customers in the 
retail banking services. Therefore, the findings of the present study that do not 
show a significant relationship between perceived risk and degree of external 
information search may be due to the fact that the search for a service 
provider in Australia will not engender any perceived risk for recently arrived 
immigrants because they find all alternatives similar and do not have sufficient 
information to determine the level of risk.   
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6.2.6 No Relationship between Involvement and Perceived 
Risk 
 
The findings do not suggest a significant relationship between involvement 
and perceived risk, without considering any external factors (age, gender and 
education). This means that the level of involvement with the service will not 
influence the perceived risk among recently arrived immigrants when 
selecting a service provider in Australia. This is contrary to previous research 
that found that perceived risk was affected by the level of involvement (Heany 
& Goldsmith 1999). The results obtained in the present study may be 
explained, as suggested by Levesque and McDougall (1996), by the fact that 
consumers do not perceive risk in relation to retail banking services. These 
findings are also consistent with the results obtained from testing Hypothesis 
3, which did not find a significant relationship between perceived risk and 
degree of external information search. Therefore, recently arrived immigrants 
may perceive similar levels of risk regardless of the level of involvement with 
the particular service.  
 
6.2.7 Positive Relationship between Involvement and Degree 
of External Information Search 
 
The results suggest a significant relationship between involvement and the 
degree of external information search. These findings are supported by 
previous studies that posit a direct relationship between the level of 
involvement and the degree of external information search (Aldlaigan & Buttle 
2001; Bauer, Sauer & Becker 2006; Elliott 1991; Gursoy 2001; Watkins 1986). 
For instance, Aldlaigan and Buttle (2001) highlight the differences between 
the level of involvement for products and services. They consider the 
existence of differences within the services category and even at the sub-
category level. Aldlaigan and Buttle (2001) found marked differences in the 
level of involvement for customers searching for different types of financial 
services. Thus, their findings indicate that financial service customers 
consider a savings account to be a high involvement service. Similarly, Bauer, 
Sauer and Becker (2006) suggest that involvement has an important influence 
on consumers’ different decision-making styles. Furthermore, they argue that 
the level of involvement will be affected by the product category under 
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consideration. Therefore, previous studies support the relationship found in 
this research between involvement and the degree of external information 
search. This suggests that the greater the level of involvement perceived by 
recently arrived immigrants, the greater will be the degree of external 
information search pursued due to its relevance to the decision. Therefore, 
considering the nature of this purchase, recently arrived immigrants may not 
differ from the general population in their external information search process, 
as both groups perceive the selection of a service provider to be a high 
involvement purchase. 
 
6.2.8 No Relationship between Degree of External 
Information Search and Satisfaction with the Decision Made  
 
 
The results do not indicate a significant relationship between degree of 
external information search and satisfaction with the decision. The findings 
are consistent with previous studies that found a lack of relationship between 
these two variables (Altobello & Hale 2009; Freiden & Goldsmith 1989). For 
instance, Altobello and Hale (2009) did not find any relation between 
satisfaction with the decision and the search process, in their study of the 
information search for home, medical and financial services. Similarly, Freiden 
and Goldsmith (1989) found that satisfaction was not related to information 
sources, in their study of information search for professional services. 
 
However, the results from the present study are contrary to those of Gursoy 
and McCleary (2004), who suggest that consumers will face satisfaction or 
dissatisfaction with the search process itself. For instance, they propose that 
some customers will enjoy watching TV commercials about a specific product 
or service, demonstrating satisfaction with the process of gathering 
information. The lack of a significant relationship between degree of external 
information search and satisfaction with the decision made may be explained 
by cross-cultural differences that affect customers’ buying decisions (Pizam & 
Ellis 1999; Zhang, Beatty & Walsh 2008).  
 
Culture has an impact on perception which may lead to differing satisfaction 
levels for a product or service. For instance, customers from different cultural 
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backgrounds may have varying expectations regarding different products or 
services, and therefore their satisfaction may vary. Furthermore, according to 
Parasuraman, Zeithaml and Berry (1988) service quality affects customer 
satisfaction. Similarly, Levesque and McDougall (1996) found that positive 
attitudes towards a retail bank were driven by service quality. Therefore, it 
may be possible that service quality acts as a moderator of the relationship 
between degree of external information search and satisfaction. In the case of 
recently arrived immigrants, it seems that their degree of external information 
search does not affect their satisfaction with the decision to select a service 
provider. This may be due to the specific characteristics of the service under 
analysis. For instance, the intangibility of the financial service may affect the 
customer’s perception of satisfaction. Consequently, cross-cultural issues, 
service quality and the characteristics of the service under study should be 
considered to explain the lack of a relationship between degree of external 
information search and satisfaction. 
  
6.2.9 Positive Relationship between Satisfaction and 
Willingness to Recommend 
 
The results suggest a significant relationship exists between satisfaction and 
willingness to recommend the service provider. These findings are supported 
by previous studies that propose that there is a direct relationship between 
customer satisfaction and positive WOM (Babin et al. 2005; DeMatos & Rossi 
2008; Mangold, Miller & Brockway 1999). Babin et al. (2005) suggest that an 
increase in satisfaction will lead to an increase in positive word-of-mouth 
(WOM). Furthermore, DeMatos and Rossi (2008) assert that there is a 
positive effect of satisfaction on word-of-mouth activity. Thus, if the customers’ 
expectations are fulfilled they will engage in positive WOM, but if the 
expectations are not met, that customer will express his or her anger, 
engaging in negative WOM. Finally, Mangold, Miller and Brockway (1999) 
claim that satisfied customers share their experience with an average of five 
other people. Therefore, satisfaction with the decision made will affect the 
willingness to recommend a service provider among recently arrived 
immigrants.  
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6.2.10 Moderation Effect of Acculturation  
 
This research utilises Berry’s (2001) model of acculturation. This model 
suggests four possible dimensions of acculturation: assimilation, segregation 
or separation, integration, and marginalisation. Past research suggests that 
the purchase process is moderated by the level of acculturation of the 
immigrant (Ogden, Ogden & Schau 2004). Thus, the moderation effect of 
acculturation on the relationship between each of human capital, perceived 
risk and involvement and the degree of external information search was also 
considered in the present study. It was anticipated that acculturation would 
moderate the relationship between human capital and the degree of external 
information search. In other words, it was suggested that the effect of human 
capital on degree of external information search would be stronger when 
acculturation is high rather than low. This means that if recently arrived 
immigrants are assimilated into the new culture the influence of human capital 
on the degree of external information search will be greater than in cases 
where they are separated from the host culture. The results of the present 
study show that the moderation effect of acculturation on the relationship 
between human capital and degree of external information search was not 
significant. This may suggest that the immigrant population does not differ 
from the general population in terms of the way their human capital influences 
the degree of their external information search. Therefore, regardless of their 
acculturation level, the market knowledge, perceived ability and prior 
knowledge of the recently arrived population will positively influence the 
degree of external information search. 
 
It was also hypothesised that acculturation would moderate the relationship 
between perceived risk and the degree of external information search. 
Therefore, it was suggested that the effect of perceived risk on degree of 
external information search is weaker when acculturation is high rather than 
low. The relationship between perceived risk and the degree of external 
information search was not supported by the results and the moderation effect 
was found to be non-significant. This may indicate that recently arrived 
immigrants perceive no difference between the local service providers in 
terms of the risk they may pose in their information search process. This may 
be due to their limited knowledge of the service providers and/or their lack of 
language skills, which could affect the way they assess the level of risk. 
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The moderation effect of acculturation on the relationship between 
involvement and degree of external information search was also considered. It 
was expected that the effect of involvement on the degree of external 
information search is stronger when acculturation is high rather than low. The 
results show a significant relationship between involvement and degree of 
external information search. However, the moderating effect of acculturation 
in this relationship is only significant at the .1 level, which is not considered 
statistically significant. This suggests that recently arrived immigrants will 
search more for information if they have a higher degree of involvement with 
the purchase, regardless of their level of acculturation.  
 
6.2.11 Negative Relationship between Acculturation and 
Satisfaction  
 
The results indicate a negative relationship between acculturation and 
satisfaction. This may be due to the limited knowledge that immigrants have 
about the Australian banking system upon arrival, based in the fact that often 
a new country is quite different from the home country in terms of service 
providers and business transactions (Pires & Stanton 2005; Quester, 
Karunaratna & Chong 2001). Therefore, immigrants will often lack information 
about the local service providers which may be reflected in their satisfaction 
with the decision they made, since they probably lack the skills to evaluate the 
alternatives. Once they acquire a higher level of acculturation and have 
gained some experience with the service, they may possess the knowledge 
and skills needed to evaluate the service quality, and their level of satisfaction 
with the decision made could decrease as they acquire a greater amount of 
information with which to compare the alternatives.  
 
6.3 Theoretical Contributions  
 
The main contribution of this research is that it has conceptualised and 
empirically investigated the relationship between human capital and 
acculturation and the degree of external information search in the context of a 
particularly difficult-to-access population—recently arrived immigrants. This 
relationship has not been previously explored and the consumer decision-
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making process undertaken by this population has received little attention in 
Australia. A series of hypotheses were developed on the basis of three main 
streams of literature: information search as part of the consumer decision-
making process; human capital; and acculturation (e.g.Barry 2001; Davies & 
Fitchett 2004; Engel, Kollat & Blackwell 1968; Gursoy 2001; Howard & Sheth 
1969; Moutinho 1987; Nicosia 1966; Putrevu & Ratchford 1997).  
 
Second, acculturation was operationalised using four dimensions: 
assimilation, separation, integration and marginalisation which differs from 
approaches in previous studies that use single variables like country of birth 
or self-identification to measure the acculturation level of immigrants 
(e.g.Peñaloza 1994; Perry 2008). Kara and Kara (1996) suggest that the 
degree of acculturation to a host country is a more significant predictor of 
purchase behaviour than country of birth. The present research defines 
acculturation in terms of assimilation, separation, integration and 
marginalisation. This approach builds on the work in the psychology field 
undertaken by Berry (2001). The present study used these dimensions to 
investigate the impact of acculturation and human capital on the information 
search process for service providers among recently arrived immigrants. The 
findings show a positive impact of these variables on the degree of external 
information search for a service provider by recently arrived immigrants. In 
addition, this research tested the moderation effect of acculturation on the 
relationship between each of human capital, perceived risk and involvement 
and the degree of external information search. The results did not show any 
significant influence of acculturation on human capital, perceived risk and 
involvement. 
 
Another contribution is the proposed measurement of human capital by 
integrating three different aspects: market knowledge, perceived ability and 
prior knowledge, which is a more sensitive measure than the unidimensional 
approach considered in previous studies (Gursoy 2001; Putrevu & Ratchford 
1997; Urbany, Dickson & Kalapurakal 1996). Human capital was analysed in 
terms of its relationship to the degree of external information search among 
recently arrived immigrants, and a positive relationship was identified. This 
result supports past studies that found a similar relationship between prior 
knowledge and information search (e.g.Heaney & Goldsmith 1999). However, 
this research generates an additional contribution to the body of literature as it 
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has explored human capital in a segment that has not previously been studied 
in this context.  
 
The present research also expands the literature in the services domain by 
adding to the understanding of a services information search process by an 
immigrant segment of the population. This study found that recently arrived 
immigrants mainly rely on friends from their own country, relatives and the 
internet as the main sources of information, when selecting a service provider. 
 
Lastly, few studies have been conducted in Australia to understand the 
relationship between information search and the acculturation process of 
recently arrived immigrants (Quester, Karunaratna & Chong 2001). Australia’s 
multicultural composition, which includes 5.5 million immigrants (ABS 2009a), 
highlights the value of this study.  
 
Figure 6.1 presents the revised theoretical model. 
 
Figure 6.1 Revised Theoretical Model  
 
 
 
 
 
 
 
 
 
 
 
Source: Developed by the author for the present study 
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transactions are conducted (Quester, Karunaratna & Chong 2001). For 
instance, new residents look for several services, such medical and financial 
services, when they arrive (Freiden & Goldsmith 1989; Pires & Stanton 2005), 
and this population thus represents an opportunity for Australian marketers to 
attract new customers. Furthermore, the increasing number of immigrants to 
Australia indicates that companies should undertake further research into the 
purchasing process of this segment of potential new customers.  
 
This study identified that human capital positively influences the information 
search process. Consequently, institutional campaigns to increase awareness 
and knowledge of the banking system in Australia for this population will 
improve the skills and knowledge regarding Australian banking of recently 
arrived immigrants and thereby facilitate their decision making. In addition, 
partnerships with banks and institutions overseas aimed at increasing the 
level of knowledge of this population will generate a competitive advantage for 
those institutions, as recently arrived immigrants will have prior knowledge of 
the Australian banking system and local banks. The research also revealed 
that recently arrived immigrants do not perceive risk in their selection of a 
service provider. Therefore, there is no need for marketing campaigns 
oriented towards minimising the perceived risk associated with the search 
process, as this population perceives little variability, in terms of risk, among 
the different service providers.  
 
It was found that the level of involvement affects the degree of external 
information search. Thus, managers could create marketing campaigns 
oriented towards highlighting the importance of selecting a good service 
provider and the high involvement characteristic of the service. This could 
include an effort to influence the decisions of the immigrant population prior to 
their arrival or in their first days in Australia. 
 
The research findings suggest that if immigrants are satisfied with the 
decision they have made about a service, they will be willing to recommend 
the selected provider. Therefore, word-of-mouth campaigns and the use of 
referrals will generate new customers for banks, especially if these campaigns 
are targeted to relatives or friends from the immigrant’s country. In this regard, 
marketers could use testimonials from consumers from their own country to 
reinforce perceptions of a bank’s positive attributes because, as suggested in 
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Chapter Three, these are the main sources of information used by recently 
arrived immigrants in their selection of a particular bank when they arrive in 
Australia. This is supported by the fact that relatives and friends from the 
immigrants’ own countries presented high means in the profile of the sample 
analysed.   
 
International marketing campaigns including referrals from overseas banks 
and internet marketing strategies also have a fundamental role in capturing 
this attractive market. Devlin (2002) and Turley and LeBlanc (1993) suggest 
that recommendations are very important in the selection of banks when there 
is otherwise little knowledge of the service. 
 
Finally, as suggested by Quester, Karunaratna and Chong (2001), the 
Australian market represents a remarkable opportunity to create marketing 
strategies to attract different ethnic groups. This requires a better 
understanding of the information search process across the immigrant 
population and a proper segmentation of the different ethnic groups and 
acculturation levels. 
 
6.5 Limitations and Future Research 
 
Despite the contribution of this research, it has some limitations that should be 
considered. Therefore, boundaries of the study, sample and data collection 
will be discussed. In addition opportunities for future research have been 
uncovered. The following sections will discuss the limitations and the areas 
that should benefit from future research. 
 
- Boundaries of the Study 
 
The research was conducted in one state in Australia, which could limit the 
generalisability of the findings. However, according to the ABS (2009a) 
Victoria has 23.8% of its population born overseas, which reflects the 
characteristics of the immigrant population across Australia, which is close to 
26% (ABS 2009a). Cross-country comparisons would also contribute to a 
better understanding of the influence of acculturation and human capital on 
the information search process. In addition, demographics characteristics of 
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the immigrant population may differ from one country to another. For instance, 
the majority of immigrants in the US may have a different level of education 
from immigrants in Australia. 
 
A longitudinal study would enable greater understanding of the acculturation 
process experienced by immigrants as it could measure this population at 
different points in time after their arrival in Australia. This would provide 
valuable information to determine how their experiences in Australia affect the 
different relationships proposed in this study. 
 
- Sample and Data Collection 
 
A larger sample size would facilitate further analysis of the differences within 
the sample.  Further, translation of the questionnaire into the first language of 
the respondents would improve access to those members of the immigrant 
population who have limited English skills.  Finally, the use of a mixed-
methods approach would contribute to expanding the understanding of the 
information search process among immigrants. In particular, it would uncover 
the reasons why this population follows the information search process 
detailed in this study.  
 
- Implications for future research 
 
There are several opportunities for further research suggested by the findings 
and limitations of the present study. Cross-country comparisons would 
contribute to a better understanding of the information search process of 
recently arrived immigrants, because immigrants in one country may differ 
from immigrants in another country in characteristics such as level of 
education and/or age.  
 
A longitudinal study would enable greater understanding of the acculturation 
process experienced by immigrants as it could measure the acculturation 
experience at different points in time, providing valuable information about the 
variation in the information search process conducted by immigrants as they 
move across the different acculturation dimensions. 
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The inclusion of perceived risk in future models of information search for 
services should be considered. The results of the present research do not 
show a relationship between perceived risk and degree of external search or 
between perceived risk and each of the independent variables human capital 
and involvement. This may indicate that the intangibility of services increases 
the perception of risk in the information search process and consumers may 
perceive little variability among service providers. 
 
The consideration of moderation variables such as service quality, will 
contribute to further explore the relationship between the degree of external 
information search and satisfaction with the decision made. Therefore,  
satisfaction with the decision process may be related to the service quality 
evaluation conducted by recently arrived immigrants.  
  
6.6 Conclusion 
 
The main objective of this study was to contribute to a better understanding of 
the information search process engaged in by recently arrived immigrants in 
Australia. In particular, this thesis proposes a different approach to the 
measurement of acculturation and human capital, by exploring their 
relationship with the degree of external information search. It also analyses 
the interaction between perceived risk and degree of external information 
search as well as that between involvement and degree of external 
information search. Considering the exploratory nature of this research, the 
main goal has been achieved. As suggested by Casti (1987), research 
involves ideas, not categorical answers. Therefore, exploring the gaps in the 
literature, and developing a series of questions aimed at filling those gaps, 
constitutes a valuable contribution to the building of knowledge. 
 
This study found significant positive relationships between acculturation and 
the degree of external information search and between acculturation and 
human capital. It also found positive relationships between the constructs of 
human capital and involvement and the degree of external information search. 
Satisfaction was found to have a strong positive relationship to willingness to 
recommend a particular service provider. Acculturation was significantly 
related to satisfaction, and degree of external information search shows a 
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significant relationship with willingness to recommend. On the other hand, 
perceived risk and satisfaction were not found to be significantly related to the 
degree of external information search.  
 
A number of important theoretical contributions and managerial implications 
were presented. Furthermore, the limitations of the present research were 
acknowledged and areas for future research highlighted.  
 
On reflection, apart from accomplishing the research objectives, relevant 
ideas have been developed and a valuable contribution to a better 
understanding of the immigrant population in Australia has been generated. 
Gaining a deeper knowledge of this population and identifying their needs and 
expectations will create innumerable opportunities for marketing managers in 
Australia in the near future. 
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Appendices 
Appendix A Items used to operationalise the proposed 
constructs  
 
 
Table A.1 Scale items used to operationalise Acculturation 
 
 
 FACTOR/ITEMS CFA 
LOADING 
ACCULTURATION 
Social assimilation: Likert scale 
B4 I get along better with Australians than people from my own country. 0.67 
B5 
I feel that Australians understand me better than people from my country 
do. 0.76 
B6 
I find it easier to communicate my feelings to Australians than to people 
from my own country. 0.72 
B7 
I feel more comfortable socialising with Australians than I do with people 
from my own country. 0.61 
AVE (Average Variance Extracted) 0.69 
  
Social separation: Likert scale  
B11 
I prefer going to social gatherings where most of the people are from my 
own country. 0.54 
B12 
I feel that people from my own country treat me as an equal more so 
than Australians do. 0.66 
B13 
I would prefer to go out with a person from my own country than with an 
Australian. 0.70 
B14 
I feel more relaxed when I am with a person from my own country than 
when I am with an Australian. 0.65 
AVE (Average Variance Extracted) 0.64 
  
Integration: Likert scale  
B16 I tell jokes (funny things) both in English and in my native language. 0.46 
B19 I feel that both people from my own country and Australians value me. 0.64 
B20 
I feel very comfortable around both people from my own country and 
Australians. 0.59 
AVE (Average Variance Extracted) 0.56 
  
Marginalisation: Likert scale  
B25 I sometimes find it hard to make friends. 0.64 
B26 
Sometimes I feel that people from my own country and Australians do 
not accept me. 0.57 
B28 
I find that both people from my own country and Australians often have 
difficulties understanding me. 0.65 
B29 I find that I do not feel comfortable when I am with other people. 0.55 
B23 There are times when I think no one understands me. 0.55 
B24 I sometimes find it hard to communicate with people. 0.63 
AVE (Average Variance Extracted) 0.60 
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Table A.2 Scale items used to operationalise Human Capital 
 
 
 FACTOR/ITEMS CFA 
LOADING 
HUMAN CAPITAL 
Prior knowledge: Likert scale 
C11 
Compared to an average person, I am very familiar with making banking 
decisions. 
0.85 
C12 
Compared to my friends, I am very familiar with making banking 
decisions. 
0.92 
C13 
Compared to people who deal a lot with banks, I am very familiar with 
the banking products and services. 
0.84 
   
AVE (Average Variance Extracted) 0.87 
  
Market Knowledge: Likert scale  
C8 
I knew a lot about the banks present in the Australian market before 
arriving in Australia. 0.53 
C9 I knew which bank had the best interest rates in the Australian market. 0.91 
C10 
I knew which banks had the lowest monthly fees in the Australian 
market. 0.88 
AVE (Average Variance Extracted) 0.77 
Perceived ability: Likert scale  
C4 I was quite capable of distinguishing a suitable bank for my needs. 0.67 
C5 I could tell which bank gave me the best value. 0.80 
           C7 
When I was selecting a bank I was confident in my ability to judge 
banks. 0.59 
AVE (Average Variance Extracted) 0.69 
  
Service knowledge: Likert scale  
C2 I had a hard time comparing different banks. 0.75 
C3 It was hard for me to compare rates and fees. 0.83 
C6 
I had a hard time judging banks on factors like rates, quality and 
selection of products. 0.57 
AVE (Average Variance Extracted) 0.72 
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Table A.3 Scale items used to operationalise Perceived Risk 
 
 
 
 
 
 
Table A.4 Scale items used to operationalise Involvement 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 FACTOR/ITEMS CFA 
LOADING 
PERCEIVED RISK 
Psychological risk 
D1 The selection of a particular bank made me feel uncomfortable. 0.77 
D2 The selection of a particular bank gave me a feeling of anxiety. 0.71 
D3 
The selection of a particular bank caused me to experience 
unnecessary tension. 0.87 
AVE (Average Variance Extracted) 0.78 
Financial risk  
D4 
When I selected my bank I was concerned that the financial decision I 
made was not wise. 0.73 
D5 
When I selected my bank I was concerned it could involve important 
financial losses. 0.75 
D6 
When I selected my bank  I was concerned that I would not get the 
best interest rate. 0.69 
AVE (Average Variance Extracted) 0.72 
 FACTOR/ITEMS CFA 
LOADING 
INVOLVEMENT  
E1 Involving 0.56 
E2 Important 0.72 
E3 Means a lot to me 0.89 
E4 Valuable 0.84 
E5 Relevant 0.81 
E6 Needed 0.68 
 AVE (Average Variance Extracted) 0.75 
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Table A.5 Scale items used to operationalise Degree of External Information Search 
 
 
 FACTOR/ITEMS CFA 
LOADING 
DEGREE OF EXTERNAL INFORMATION SEARCH 
General search 
F5 When I was looking for a bank, I searched for a lot of information. 0.73 
F6 
When I was looking for a bank, I used many information sources (e.g. 
friends, relatives, referral from another bank, etc.). 
0.74 
AVE (Average Variance Extracted) 0.74 
Extent of information search 
Media sources 
F14 
Please indicate the extent to which you used consumer reports when you 
searched for your bank in Australia. 0.68 
F15 
Please indicate the extent to which you called/phoned banks when you 
searched for your bank in Australia. 0.65 
F16 
Please indicate the extent to which you visited banks when you searched 
for your bank in Australia. 0.69 
F17 
Please indicate the extent to which you used advertisements/promotions 
when you searched for your bank in Australia. 0.81 
F18 
Please indicate the extent to which you used the internet when you 
searched for your bank in Australia. 0.64 
F19 
Please indicate the extent to which you used bank brochures when you 
searched for your bank in Australia. 0.80 
AVE (Average Variance Extracted) 0.71 
Personal sources  
F8 
Please indicate the extent to which you used Australian friends when you 
searched for your bank in Australia. 0.51 
F10 
Please indicate the extent to which you used friends from your own 
country when you searched for your bank in Australia. 0.55 
F12 
Please indicate the extent to which you used co-workers when you 
searched for your bank in Australia. 0.66 
F13 
Please indicate the extent to which you used referral from other banks 
when you searched for your bank in Australia. 0.76 
F20 
Please indicate the extent to which you used an immigrant support centre 
when you searched for your bank in Australia. 0.59 
AVE (Average Variance Extracted) 0.61 
Importance of information source  
Media sources  
F26 
Please rate the importance of referral from other banks in your final 
decision to select a bank in Australia. 0.79 
F27 
Please rate the importance of consumer reports in your final decision to 
select a bank in Australia. 0.75 
F28 
Please rate the importance of calling/phoning banks in your final decision 
to select a bank in Australia. 0.75 
F29 
Please rate the importance of visiting banks in your final decision to select 
a bank in Australia. 0.70 
F30 
Please rate the importance of advertisements/promotions in your final 
decision to select a bank in Australia. 0.85 
F31 
Please rate the importance of the internet in your final decision to select a 
bank in Australia. 0.59 
F32 
Please rate the importance of referral from other banks in your final 
decision to select a bank in Australia. 0.72 
F33 
Please rate the importance of immigrant support centres in your final 
decision to select a bank in Australia. 0.57 
AVE (Average Variance Extracted) 0.72 
Personal sources  
F21 
Please rate the importance of Australian friends in your final decision to 
select a bank in Australia. 0.70 
F23 
Please rate the importance of friends from other countries in your final 
decision to select a bank in Australia. 0.60 
F25 
Please rate the importance of co-workers in your final decision to select a 
bank in Australia. 0.77 
AVE (Average Variance Extracted) 0.69 
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Table A.6 Scale items used to operationalise satisfaction 
 
 
 
 
Table A.7 Scale items used to operationalise willingness to recommend 
 
 
 FACTOR/ITEMS CFA 
LOADING 
Willingness to recommend  
F39 I would like to stay with this bank while I live in Australia. 0.56 
F40 I would recommend this bank to others. 0.73 
F41 I would say good things about this bank to others. 0.85 
F42 
I would be willing to give feedback to this bank so that it can improve 
its service quality. 0.64 
AVE (Average Variance Extracted) 0.70 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 FACTOR/ITEMS CFA 
LOADING 
Satisfaction  
F35 How pleased you were with the final decision you made. 0.71 
F36 How much you liked your actual bank. 0.75 
AVE (Average Variance Extracted) 0.73 
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Appendix B: Measurement Models for each Construct 
 
 
 
FigureB.1 Measurement Model: Acculturation 
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Figure B.2 Measurement Model: Human Capital 
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Figure B.3 Measurement Model: Perceived Risk 
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Figure B.4 Measurement Model: Involvement 
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Figure B.5 Measurement Model: Extent of Information Search 
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Figure B.6 Measurement Model: Importance of Information Source  
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Figure B.7 Measurement Model: Willingness to Recommend 
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Appendix C: Survey Instrument 
  
 
Business Portfolio 
Economics Finance and Marketing 
 
INVITATION TO PARTICIPATE IN A SURVEY FOR A RESEARCH PROJECT 
PROJECT INFORMATION STATEMENT 
Project Title: 
The impact of Acculturation and Human Capital on the Information Search process for a service 
provider by recent immigrants 
Investigators: 
Mr. Jorge Arbelaez (Master’s by Research candidate, jorge.arbelaez@rmit.edu.au, 9925 1661)  
Dr  Kate Westberg (Project Supervisor: Senior Lecturer, RMIT University, kate.westberg,  9925 
5512) 
Associate Prof. Mike Reid (Second Supervisor:  RMIT University, mike.reid@rmit.edu.au, 9925 
1474) 
 
Dear Participant, 
You are invited to participate in a Masters by Research project being conducted by RMIT 
University, which will take approximately 15-20 minutes to complete. These two pages are to 
provide you with an overview of the proposed research. Please read these pages carefully and be 
confident that you understand its contents before deciding whether to participate. If you have any 
questions about the project, please ask one of the investigators identified above. 
I am currently a research student in the School of Economics, Finance and Marketing at RMIT 
University. This project is being conducted as a part of my Masters. My supervisors for this project 
are Dr. Kate Westberg and Associate Professor Mike Reid. The project has been approved by the 
RMIT Human Resource Research Ethics Committee. 
There are no Perceived Risks associated with participation outside the participants’ normal day-to-
day activities. As a matter of fact, your responses will contribute to understanding the sources of 
information used by recent immigrants when selecting a banking service provider. The findings of 
this study will be disseminated in conferences and published in journals. 
If you are unduly concerned about your responses to any of questions or if you find participation in 
the project distressing, you should contact my supervisors as soon as convenient. My supervisors 
will discuss your concerns with you confidentially and suggest appropriate follow-up, if necessary. 
This study is designed to explore the information sources used by recent immigrants to Australia 
when choosing a bank as well as the factors that might influence the information they use and the 
decision they make.  
You can examine the questionnaire before deciding whether you want to participate. You will be 
provided with a Prescribed Consent Form. 
Participation in this research is entirely voluntary and anonymous; you may withdraw your 
participation and any unprocessed data concerning you at any time, without prejudice. There is 
no direct benefit to the participants as a result of their participation. However, I will be delighted 
to provide you with a copy of the research report upon request as soon as it is published.  
I am asking you to participate in this survey so as to provide us with an insight into the experience 
of immigrants in a new country.  Your privacy and confidentiality will be strictly maintained in such a 
manner that you will not be identified in the thesis report or any related publication. Any information 
that you provide can be disclosed only if (1) it is protect you or others from harm, (2) a court order is 
produced, or (3) you provide the researchers with written permission. Interview data will be only 
seen by my supervisors and examiners who will also protect you from any risk. 
To ensure that data collected is protected, the data will be retained for five years upon completion 
of the project after which time paper records will be shredded and placed in a security recycle bin 
and electronic data will be deleted/destroyed in a secure manner. All hard data will be kept in a 
locked filing cabinet and soft data in a password protected computer in the office of the investigator 
in the Research lab at RMIT University. Data will be saved on the University Network System where 
practicable (as the system provides a high level of manageable security and data integrity, can 
provide secure remote access, and is backed up on a regular basis). Only the researcher/s will 
have access to the data. Data will be kept securely at RMIT for a period of 5 years before being 
destroyed.  
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You have the right to withdraw your participation at any time, without prejudice. You have the right 
to have any unprocessed data withdrawn and destroyed, provided it can be reliably identified and it 
does not increase the risk for the participant.  Participants also have the right to have any 
questions, in relation to the project and their participation, answered at any time. 
I am assuring you that responses will remain confidential and anonymous. The findings of this 
research could be used by service providers and organizations to generate new ideas to assist 
immigrants with information according to their needs. 
If you have any queries regarding this project please contact me at (03) 9925 1661 or 0431 448 559 
or email me at jorge.arbelaez@rmit.edu.au. You may also contact Dr. Kate Westberg at (03) 9925 
5512 , or email her at kate.westberg@rmit.edu.au, or Associate Prof. Mike Reid at (03) ) 9925 1474 
or mike.reid@rmit.edu.au  
Thank you very much for your contribution to this research. 
 
Yours Sincerely, 
________________________ 
 
Jorge Arbelaez 
Masters by Research Candidate 
Economics Finance and Marketing 
RMIT University 
Level 13, 239 Bourke Street 
Melbourne, VIC  3000 
 
Any complaints about your participation in this project may be directed to the Secretary, Portfolio 
Human Research Ethics Sub Committee, Business Portfolio, RMIT, GPO Box 2476V, Melbourne, 
3001.  The telephone number is (03) 9925 5594 or email address rdu@rmit.edu.au. Details of the 
complaints procedure are available from  http://www.rmit.edu.au/rd/hrec_complaints 
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RMIT HUMAN RESEARCH ETHICS COMMITTEE 
Prescribed Consent Form for Persons Participating In Research Projects Involving Interviews, 
Questionnaires, Focus Groups or Disclosure of Personal Information 
 
PORTPORTFOLIO OF EconEconomics, Finance and Marketing 
SCH  SCHOOL/CENTRE OF  
Na N  Name of Participant:  
Proje     Project Title: 
The IThe impact of Acculturation and Human Capital on the Information Search and 
deci  decision making process of immigrant consumers 
Nam Name(s) of Investigators:         
(1) 
Jorge  Arbelaez PhonPhone: (03)     9925 1661 
                                                 (2) Dr. K   Associate Prof. Kate Westberg PhonPhone: (03)     9925 5512 
                                                 (3) Asso   Associate Prof. Mike Reid PhonPhone: (03)     9925 1474 
    
 
1. I have received a statement explaining the interview/questionnaire involved in this project. 
2. I consent to participate in the above project, the particulars of which - including details of the 
interviews or questionnaires - have been explained to me. 
I authorise the investigator or his or her assistant to interview me or administer a questionnaire. 
I give my permission to be audio taped:     Yes    No 
I give my permission for my name or identity to be used:     Yes   No 
6. I acknowledge that: 
Having read the Plain Language Statement, I agree to the general purpose, methods and demands of the 
study. 
I have been informed that I am free to withdraw from the project at any time and to withdraw any 
unprocessed data previously supplied. 
The project is for the purpose of research and/or teaching. It may not be of direct benefit to me. 
The privacy of the information I provide will be safeguarded.  However should  information of a private 
nature need to be disclosed for moral, clinical or legal reasons, I will be given an opportunity to negotiate 
the terms of this disclosure. 
If I participate in a focus group I understand that whilst all participants will be asked to keep the 
conversation confidential, the researcher cannot guarantee that other participants will do this. 
The security of the research data is assured during and after completion of the study.  The data collected 
during the study may be published, and a report of the project outcomes will  be provided 
to__RMIT_(researcher to specify).   Any information which may be used to identify me will not be used 
unless I have given my permission (see point 5). 
 
Participant’s Consent 
 
Nam  Name:  Date:  
(Parti                                                                   (Participant) 
Nam  Name:  Date:  
(Wit                                                                   (Witness to signature) 
Where participant is under 18 years of age: 
I consent to the participation of ____________________________________ in the above project. 
 
Signs Signature: (1)                                             (2)   
(Sign                                               (Signature of parents or guardians) 
 
Nam   Signature:  Date:  
(Wit                                                       (Witness to signature) 
 
Participants should be given a photocopy of this consent form after it has been signed. 
Any complaints about your participation in this project may be directed to the Chair, Portfolio Human 
Research Ethics Sub-Committee, Business Portfolio, GPO Box 2476V, Melbourne, 3001.  The telephone 
number is (03) 9925 5594 or email address rdu@rmit.edu.au.  Details of the complaints procedure are 
available from: http://www.rmit.edu.au/rd/hrec_complaints 
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Questionnaire 
 
INSTRUCTIONS 
 
 This questionnaire will take approximately 15 minutes of your time. 
 Please be assured that your information is STRICTLY CONFIDENTIAL, and will only be used for 
academic purposes without reference to any person or organisation. 
 Please answer all questions, even if some appear to be similar. 
If you have any concerns about the manner in which this research is conducted, please do not 
hesitate to contact Human Research Ethics Sub-Committee, Business College.  
 
SECTION A:  
         The following questions relate to general information about you. 
 
A-1. Age                  
 
18-24 
 25-34 
35-44 
 
 
45-54 
 
55-64 65-74 
 
 
75-84 
 
85 and over
 
  
  
A-2. Gender          
Male
                       
Female
 
 
A-3. Nationality       In which country were you born?________________________ 
 
A-4 Highest level of  
education obtained              
 
Primary school 
       
Secondary  school
                  
 
Diploma
   
Certificate
 
           
Bachelor Degree
  
Postgraduate
 
 
   
SECTION B:  
The following questions relate to your experience living and managing the language issues in Australia.   
Please read each statement and indicate the degree to which you agree or disagree using the following scale:  
1 totally disagree 
2 disagree 
3 disagree somewhat 
4 neither agree nor disagree 
5 agree somewhat  
6 agree 
7 totally agree 
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 Totally                        Neither agree                         Totally 
 disagree                      nor disagree                           agree 
B-1 I write better in English than in my native language  1         2         3         4         5         6        7 
B-2 When I am at home I normally speak English.  1         2         3         4         5         6        7 
B-3 If I were asked to write poetry or a story, I would prefer to write 
it in English 
 1         2         3         4         5         6        7 
B-4 I get along better with Australians than people from my own 
country 
 1         2         3         4         5         6        7 
B-5 I feel that Australians understand me better than people from 
my country do 
 1         2         3         4         5         6        7 
B-6 I find it easier to communicate my feelings to Australians than 
to people from my own country 
 1         2         3         4         5         6        7 
B-7 I feel more comfortable socialising with Australians than I do 
with people from my own country 
 1         2         3         4         5         6        7 
B-8 Most of my friends at work/school are Australians  1         2         3         4         5         6        7 
B-9 Most of the music I listen to is from my own country  1         2         3         4         5         6        7 
B-10 My closest friends are from my own country  1         2         3         4         5         6        7 
B-11 I prefer going to social gatherings where most of the people 
are from  my own country 
 1         2         3         4         5         6        7 
B-12 I feel that people from my own country treat me as an equal 
more so than Australians do. 
 1         2         3         4         5         6        7 
B-13 I would  prefer to go out with a person from my own country 
than with an Australian 
 1         2         3         4         5         6        7 
B-14 I feel more relaxed when I am with a person from my own 
country than when I am with an Australian 
 1         2         3         4         5         6        7 
B-15 People from my own country should  not date people from 
other countries 
 1         2         3         4         5         6        7 
B-16 I tell jokes both in English and in my native language  1         2         3         4         5         6        7 
                  The following questions relate to your experience managing social issues in Australia 
                                                                                                                                                               Totally                     Neither agree                         Totally 
                                                                                                                                                               Disagree                  nor disagree                           agree 
B-17 I think as well in English as I do in my native language  1         2         3         4         5         6        7 
B-18 I have both Australian friends and friends from my own country  1         2         3         4         5         6        7 
B-19 I feel that both people from my own country  and Australians 
value me 
 1         2         3         4         5         6        7 
B-20 I feel very comfortable around both people from my own 
country and Australians 
 1         2         3         4         5         6        7 
B-21 Generally, I find it difficult to socialize with anybody, people 
from my own country or Australians. 
 1         2         3         4         5         6        7 
B-22 I sometimes feel that neither Australians nor people from my 
own country like me 
 1         2         3         4         5         6        7 
B-23 There are times when I think no one understands me  1         2         3         4         5         6        7 
B-24 I sometimes find it hard to communicate with people  1         2         3         4         5         6        7 
B-25 I sometimes find it hard to make friends.  1         2         3         4         5         6        7 
B-26 Sometimes I feel that people from my own country and 
Australians do no accept me. 
 1         2         3         4         5         6        7 
B-27 Sometimes I find it hard to trust both Australians and people 
from my own country 
 1         2         3         4         5         6        7 
B-28 I find that both people from my own country and Australians 
often have difficulties understanding me 
 1         2         3         4         5         6        7 
B-29 I find that I do not feel comfortable when I am with other 
people 
 1         2         3         4         5         6        7 
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Time in Australia 
 
B-30 How long have you been in Australia? 
Less than 1 year
    
Between 1 and 2 years
            
More than 2 years
 
 
SECTION C:  
          We are interested in understanding your experience in choosing a bank when you first arrived in 
Australia. 
 
 
Please read each statement and indicate the degree to which you agree or disagree using the following scale:  
 
1 totally disagree 
2 disagree 
3 disagree somewhat 
4 neither agree nor disagree 
5 agree somewhat  
6 agree 
7 totally agree 
 
  
 Totally                        Neither agree                         Totally 
 disagree                      nor disagree                           agree 
C-1 I could easily compare an unknown bank in Australia with a 
known bank in my home country to determine whether it is 
good or bad. 
 1         2         3         4         5         6        7 
C-2 I had a hard time comparing different banks.  1         2         3         4         5         6        7 
C-3 It was hard for me to compare interest rates and fees charges.  1         2         3         4         5         6        7 
C-4 I was quite capable of finding a suitable bank for my needs.  1         2         3         4         5         6        7 
C-5 I could tell which bank gave me the best value.  1         2         3         4         5         6        7 
C-6 I had a hard time judging banks on things like rates, quality 
and selection of products. 
 1         2         3         4         5         6        7 
C-7 When I was selecting a bank I was confident in my ability to 
judge banks  
 1         2         3         4         5         6        7 
            The following questions relate to your knowledge about banks, prior to arriving in Australia 
   
 Totally                        Neither agree                         Totally 
 disagree                     nor disagree                           agree 
C-8 I knew a lot about the banks present in the Australian market 
before arriving in Australia 
 1         2         3         4         5         6        7 
C-9 I knew which bank had the best interest rates in the Australian 
market 
 1         2         3         4         5         6        7 
C-10 I knew which banks had the lowest monthly fees in the 
Australian market 
 1         2         3         4         5         6        7 
C-11 Compared to an average person, I am very familiar with 
making banking decisions 
 1         2         3         4         5         6        7 
C-12 Compared to my friends, I am very familiar with making 
banking decisions 
 1         2         3         4         5         6        7 
C-13 Compared to people who deal a lot with banks , I am very 
familiar with the banking products and services 
 1         2         3         4         5         6        7 
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SECTION D:  
            We are interested in knowing your Satisfaction level with your current bank in Australia 
Please read each statement and indicate the degree to which you agree or disagree using the following scale:  
1 totally disagree 
2 disagree 
3 disagree somewhat 
4 neither agree nor disagree 
5 agree somewhat  
6 agree 
7 totally agree 
 
   
TTotally                       Neither agree                        Totally 
     disagree                     nor disagree                         agree 
D-1 The selection of a particular bank made me feel 
uncomfortable. 
 1         2         3         4         5         6        7 
D-2 The selection of a particular bank gave me a feeling of anxiety  1         2         3         4         5         6        7 
D-3 The selection of a particular bank caused me to experience 
unnecessary tension 
 1         2         3         4         5         6        7 
D-4 When I selected my bank I was concerned that the financial 
decision I made was not a good one. 
 1         2         3         4         5         6        7 
D-5 When I selected my bank I was concerned it could involve 
important financial losses 
 1         2         3         4         5         6        7 
D-6 When I selected my bank  I was concerned that I would not get 
the best interest rate 
 1         2         3         4         5         6        7 
 
SECTION E:  
             We are interested in knowing the degree of Involvement in your selection of a bank in Australia 
Please read each statement and indicate the degree to which you agree or disagree using the following scale:  
1 totally disagree 
2 disagree 
3 disagree somewhat 
4 neither agree nor disagree 
5 agree somewhat  
6 agree 
7 totally agree 
 
To me selecting a bank is: 
   
TTotally                       Neither agree                        Totally 
     disagree                     nor disagree                          agree 
E-1 Involving     1         2         3         4         5         6        7 
E-2 Important       1         2         3         4         5         6        7 
E-3 Means a lot to me  1         2         3         4         5         6        7 
E-4 Valuable       1         2         3         4         5         6        7 
E-5 Relevant            1         2         3         4         5         6        7 
E-6 Needed  1         2         3         4         5         6        7 
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SECTION F:  
 
How complex was the decision to select a particular bank in Australia? 
 F-1 Very complex     1 2 3 4 5 6 7 Not complex at all 
 
How difficult was to look for information about banks in Australia? 
F-2 Very difficult       1 2 3 4 5 6 7 Not difficult at all  
 
How difficult was to evaluate the information available about banks in Australia? 
F-3 Very difficult 1 2 3 4 5 6 7 Not difficult at all    
 
F-4 How many days did you spend looking for a new bank when your first arrived in Australia? 
Number of days:  
 
 
 
The following questions relate to your experience when you first arrived in Australia. 
                                                                                                                                                            Totally                        Neither agree                      Totally 
                                                                                                                                                            disagree                     nor disagree                        agree 
F-5 When I was looking for a bank, I searched for a lot of 
information 
 1         2         3         4         5         6        7 
F-6 When I was looking for a bank , I used many information 
sources (e.g friends, relatives, referral from another bank, etc) 
 1         2         3         4         5         6        7 
F-7 When I was looking for  a bank, I could not be bothered to look 
for any information 
 1         2         3         4         5         6        7 
 
Please indicate the extent to which you used each type of information source when you searched for your 
bank in Australia. 
                                                                                                                                                             Not at                                                             To a great 
                                                                                                                                                               All                                                                    extent                                                                           
F-8 Australian friends  1         2         3         4         5         6        7 
F-9 Friends from my own country  1         2         3         4         5         6        7 
F-10 Friends from other countries  1         2         3         4         5         6        7 
F-11 Relatives  1         2         3         4         5         6        7 
F-12 Co-workers  1         2         3         4         5         6        7 
F-13 Referral  From other banks              1         2         3         4         5         6        7 
F-14 Consumer reports  1         2         3         4         5         6        7 
F-15 Called/   Phone bank  1         2         3         4         5         6        7 
F-16 Visited banks  1  1         2         3         4         5         6        7 
F-17 Advertisement/promotion  1         2         3         4         5         6        7 
F-18 Internet  1         2         3         4         5         6        7 
F-19 Bank brochures  1         2         3         4         5         6        7 
F-20 Immigrant  support centre  1         2         3         4         5         6        7 
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Please rate the importance of each of the following sources in your final decision to select a bank in 
Australia 
 
1 Extremely unimportant 
2 unimportant  
3 Somewhat important 
4 Neither important nor unimportant 
5 Somewhat Important  
6 Important 
7 Extremely important 
 
                                                                                                                                                          Extremely                                                          Extremely 
                                                                                                                                                          unimportant                                                        important                                                                        
  Australian friends  1         2         3         4         5         6        7 
F-22 Friends from my own country  1         2         3         4         5         6        7 
F-23 Friends from other countries  1         2         3         4         5         6        7 
F-24 Relatives  1         2         3         4         5         6        7 
F-25 Co-workers  1         2         3         4         5         6        7 
F-26 Referral  From other banks              1         2         3         4         5         6        7 
F-27 Consumer reports  1         2         3         4         5         6        7 
F-28 Called/   Phone bank  1         2         3         4         5         6        7 
F-29 Visited banks  1  1        2         3         4         5         6         7 
F-30 Advertisement/promotion  1         2         3         4         5         6        7 
F-31 Internet  1         2         3         4         5         6        7 
F-32 Bank brochures  1         2         3         4         5         6        7 
F-33 Immigrant  support centre  1         2         3         4         5         6        7 
 
Given your decision process to select a bank when first arriving in Australia, please rate 
 How satisfied you were with the final decision you made. 
F-34 Totally   dissatisfied   1                  
       
2 3 4 5 6 7      Totally satisfied 
 How pleased you were with the final decision you made. 
F-35 Not pleased at all       1 2 3 4 5 6 7      Totally pleased 
 How much you liked your actual bank. 
F-36 Totally disliked           1 2 3 4 5 6 7      Totally liked 
 
 
F-37 Are you still with the same bank you first selected when arriving in Australia? 
 
  Please go to F-39      Please question F-38
  
 
 
 
 
 
 
 
 
 
 
Yes  No  
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F-38 Why did you change your bank? (Please tick one or more boxes) 
 
Quality of the service                           
Interest rates and fees                                                   
Location of the Bank  
ATM network   
Special offer from another 
bank           
 
                     
Recommendation  from 
friends              
 
Recommendation from 
relatives          
 
Recommendation from 
another bank 
 
Other           
Please 
specify__________________ 
 
 
End of questionnaire 
 
 
 
If you answer yes to F-37, please answer the following questions 
 
   Totally                        Neither agree                       Totally                                                                                                                  
Idisagree                     nor disagree                         agree 
F-39 I would like to stay with this bank while I live in Australia  1         2         3         4         5         6        7 
F-40 I would  recommend this bank to others   1         2         3         4         5         6        7 
F-41 I would say good things about this bank to others  1         2         3         4         5         6        7 
F-42 I would be willing to give feedback to this bank so that it can 
improve its service quality 
 1         2         3         4         5         6        7 
 
End of questionnaire 
 
 
 
Thank you very much for helping to complete this project successfully. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
